| CC about Ready 
o Let Public 
fhoose T V Color 


Arguments Continue 
on Three Systems 
at FCC Hearings 


WasHINGTON—Members of the 
ederal Communications Commis- 
ion suggested last week that they 
may vote to put all three color TV 
ystems on the air—and let the 
public take its choice. 

The suggestion was put to rep- 
psentatives of RCA, CBS and 
olor Television Inc., as the com- 
ission resumed hearings in the 
olor proceeding which has been 
der way since September. 

The possibility of a general 
freen light for color was advanced 
fter CBS and RCA tangled over 
e length of time FCC should wait 
mefore adopting a color standard. 


Dr. E. W. Engstrom, vice-presi- 
fent in charge of research, RCA 
aboratories, reported important 
progress in simplifying the RCA 
ectronic color system. He pro- 
Mised that RCA would demon- 
ate within a few weeks the first 
wo models of the single, tri-color 
firect-view tubes that it is de- 
veloping. 

His statement was punctuated 
by interruptions from CBS attor- 
heys, who demanded proof that 
RCA has carried out the public 
ests ordered by FCC in Decem- 
ber. 

One of the most significant flare- 

(Continued on Page 66) 
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ON COMPETITION—Oil Industry In- 
formation Committee last week opened 
a new $600,000 drive with ads like this 
to run in Collier's, Life, Look and The 
Saturday Evening Post. Sullivan, Stauf- 
fer, Colwell & Bayles is the agency. 


Coal (Packaged) 
Was Front-Page 
News 5 Years Ago 


Cuicaco—Five years ago, almost 
to the day, coal was front page 
news in AA—but not because of 
John L. Lewis or a coal shortage. 

The story concerned a packaged 
fuel being promoted by Gimbel’s 
department store in Philadelphia. 
The fuel was compressed into 
bricks and packaged by the Blaw- 
Knox Co., metal fabricator, in a 
Philadelphia plant. A similar plant 
was erected some time later in 
the Chicago area, Chicago officials 
of the company, when queried 
about the latest developments in 
the packaged fuel field, were ex- 
tremely reluctant to discuss the 
subject. 


Many Problems Plague 
Experts, Most Caused 
by Lack of Experience 


By MAuRINE CHRISTOPHER 
NEw York—Television techni- 
cians don’t work as closely with 
the creative people as they might. 

Ambitious producers, who have 
made films for TV on speculation, 
have by and large been unable to 
sell them. 

Not only is there a great short- 
age of rehearsal space, but fre- 
Muently there is a wait for equip- 
ment, which must be moved about 
from studio to studio. 

_ The big video problem is find- 
ing good writers. Film and theater 
writers aren’t accustomed to turn- 
ing out material week after week; 
Fadio scripters, for the most part, 
an’t adjust their thinking to TV. 


These are some of the hazards 
entioned by independent pro- 
Bucers and agency men, who han- 
ile TV shows now on the air. 

“Hew we can deliver shows at a 
OW cost is the big problem,” ac- 
ording to Mark Goodson, who, 
ike most successful TV packag- 


'V Producers Recite 
ost-Cutting Efforts 


ers, established his reputation in 
AM and now doubles in both me- 
dia. 

“Advertisers are amazed when 
independent producers offer them 
a show for, say $5,000, and explain 
that only $1,800 goes to the pack- 
ager—the rest to the network for 

(Continued on Page 60) 


Market and Media 
data for the asking. See 
‘Info. for Advertisers,’ 
Page 42. Other features: 


Advertising Market Place 
Along the Media Path 
I CIID darierceccctccvontoscessesceses iW 
Creative Man‘s Corner 
Department Store Sales 


Editorials 12 
Employe Communications ...............:0:0000 26 
Eye and Ear Dept. 58 
RE IED socnciscridveieictsceninctboccerston 18 
Si NINE ccesnsadsesenensmzescoscenctornmntnedi 44 
Obituaries 64, 66 
Photographic Review 39 
PINE MIND Ssccctrecpcncetvecnsestvoccdsossvsteceeectd 65 


Rough Proofs 12 
Voice of the Advertiser 
What They‘re Saying 


It's Official: 
Nielsen Absorbs 


Hooperatings 


Takes Over All National 
Services; Hooper to Stay 
in Local Rating Field 


Cuicaco—The long-rumored sale 
of national radio and TV reporting 
services of C. E. Hooper Inc. to A. 
C. Nielsen Co. was finally con- 
summated here Tuesday when 
stockholders of the Nielsen com- 
pany approved the purchase at a 
special meeting. 

Sold by Hooper to Nielsen are 
the Hooper national network ra- 
dio, Pacific network radio and net- 
work television reporting services. 
Hooper will continue with “City 
Hooperatings,” “City Teleratings,” 
“Area Coverage Indexes,” “Sales 
Impact Ratings,” and a variety of 
non-national broadcasting and 
other research services. (See other 
story on Page 2.) 

“Program Hooperatings,” the na- 
tional network radio service, based 
on coincidental telephone calls in 
36 cities, will be discontinued by 
Hooper after the issue of the 
Hooper Pocket Pieces for Febru- 
ary, 1950. The same applies to 
“Pacific Hooperatings,” covering 
West Coast network radio. 


s Present subscriptions to these 
services are not being taken over 
by Nielsen, but subscribers will be 
offered the equivalent Nielsen 
Audimeter services. 

Service will continue as at pres- 
ent on “TV-Network Hooperat- 
ings,” but this service, which is 
now owned, sold and serviced by 
Nielsen, will be based on coinci- 
dental phone calls made by the 
Hooper organization, for the pres- 

(Continued on Page 68) 
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Better Marketing Seen 


as Savior of 


Customer Audit 
Bureau Reports 
on ‘Shopulation’ 


Its Interviewers Find 
Who Spends How Much 
in Department Stores 


New YorK—By next fall, two- 
year-old Customer Audit Bureau 
hopes to be operating in 34 cities, 
and to have as its customers manu- 
facturers, department stores, news- 
papers and magazines. 

Customer Audit Bureau, founded 
in 1948 by E. B. (Bud) Foskett, is 
a unique operation which reports 
on department store shoppers. Now 
operating in 12 cities (Boston, Chi- 
cago, Detroit, Buffalo, Cincinnati, 
Cleveland, Indianapolis, New 
York, Philadelphia, Pittsburgh, St. 
Louis and Washington) CAB re- 
ports the income and age charac- 
teristics of the “shopulation,” as 
the bureau calls it, and what the 
shoppers buy, what they intended 
to buy but did not, how much they 
spent, and how much they in- 
tended to spend. 

Subscribers to the service are 
now department stores and news- 
papers, including the Boston Post, 
Buffalo Courier-Express, Cincin- 
nati Enquirer, Chicago Daily News 
Detroit Free Press, Philadelphia 
Inquirer, Pittsburgh Post-Gazette, 
and Washington Post. 


- 


a Shoppers are asked, along with 
the merchandise questions, about 
(Continued on Page 4) 


Last Minute News Flashes 
Calkins & Holden Merges with Carlock 


New York—Carlock, McClinton 


& Smith, recently formed agency, 


has merged with Calkins & Holden to form Calkins & Holden, Carlock, 
McClinton & Smith. The Chicago office of C&H is included in this mer- 
ger. J. Sherwood Smith, formerly president of C&H, is chairman of the 
board of the new agency. Harold L. McClinton, ex-N. W. Ayer & Son 
v. p., is president. Michael E. Carlock, ex-Benton & Bowles v. p., and 
Paul Smith, who formerly operated his own agency (AA, Jan. 23), 
are partners and vice-presidents. Three C&H partners and Sherwood 
Smith become partners of the new agency. The R. J. Potts-Calkins 
& Holden agency in Kansas City, which services clients in that area, 


will not be affected by the merger. 


D. P. Brother & Co. Resigns GMC Account 


Detroit—D. P. Brother & Co. has resigned the account of GMC 
Truck & Coach Division of General Motors Corp., effective April 1. 
It continues as agency for the Oldsmobile and AC Spark Plug divisions. 
GMC will announce a new agency later. 


Morris Joins Bates on Colgate Account 

New YorK—G. Douglas Morris, for four years account executive on 
Procter & Gamble’s Camay at Pedlar & Ryan, will join Ted Bates & 
Co. March 15, as an account executive in the Colgate-Palmolive-Peet 


group. 


Modglin Account Goes to Compton 

Los ANGELES—Modglin Co. will switch from W. Earl Bothwell Inc. 
to Compton Advertising on June 1 for promotion of Perma-Broom, 
Perma-Scrub and Whisk-off. Compton’s Hollywood office will handle 


the account. 


(Additional News Flashes on Page 67) 


Economy 


Need for Improved Selling 
and Advertising Stressed 
at U.S. Chamber Meeting 


DetTroit—Because the path to 
business survival and expansion 
is not in merely filling needs but 
in creating wants, the importance 
of advertising as a sales tool is 
bound to increase, Leonard W. 
Trester, director of public policy, 
General Outdoor Advertising Co., 
told the National Marketing Con- 
ference here last week. 

The two-day conference was 
sponsored by the U. S. Chamber 
of Commerce and attracted 600 
of the leading marketing and busi- 
ness leaders of the country. 


Theme of the numerous talks 


was that advertising and market- 
ing leaders face a challenge to find 
more, better and cheaper means 
of distributing more and more 
goods to keep the country’s produc- 
tion machine operating at full ca- 
pacity. 


ws “We need to be bold enough to 
practice those very principles 
which we emphasize in talking 
about the benefits of the free en- 
terprise system,” Mr. Trester de- 
clared, emphasizing that he meant 
there is an urgent need to recog- 
nize the pressing need for think- 
ing in terms of volume sales at 
lower profits per unit of sale. 

“In such a bold approach, adver- 
tising has a key role to play,” he 
said. “The broader our market po- 
tentials, the more economical and 
efficient advertising is as a sales 
tool with which to reach them. 
And advertising is the great cre- 
ative sales tool which educates 
customers about new and better 
products.” 


ws E. H. Collins, director of mar- 
keting, Esso Standard Oil Co., 
New York, told the conference that 
since mass production has been 
mastered, the biggest problem fac- 
ing industry is better regulated 
distribution. 

Mr. Collins declared that so far 
marketing experts have failed mis- 
erably to achieve mass distribution 
or marketing techniques equal to 
mass production. 

“We have got to face the fact 
that it costs the consumer more 
to receive the product than it does 
to manufacture it,” he said. “That 
is the problem with which we in 
marketing are faced today. I think 
it should be a challenge to every 
man connected with marketing to 
accept the responsibility to reduce 
costs and increase sales. 


a “Marketing must develop meth- 
ods of cost reduction commensur- 
ate to those effected by produc- 
tion. Marketing must create new 
means of reaching the mass mar- 
kets efficiently,” he said. 

“Above all, marketing must sell. 
Selling methods must be constantly 
studied and improved. Advertising 
must be strengthened and ex- 
panded. The demand for our mul- 
titude of products must be cre- 

(Continued on Page 63) 
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Hooper Shows 


He's Far from 
Quitting Field 


Combination AM-TV 
Popularity Reports 
and Others Scheduled 


New York—c. E. Hooper, whose 
green pocketpieces will go out of 
existence with the sale of his na- 
tional AM and TV services to A. C. 


OPTIVISE! 


GET readers to see what-when-as you 
want them to see. Boost buy-urge with 
newest wyont formula: art plus eye- 

. Airmail material for better styling by 


AD SCRIBE, NORTH CANTON, O. 


A complete creative lay: art service 
for economy-wise advertisers. rite today! 


Nielsen Inc., will keep his name in 
the news with the release of com- 
bination radio-video popularity 
lists for major cities. 

Mr. Hooper’s new “First Fifteen” 
and “Top Ten,” to be compiled 
monthly rather than semi-monthly 
as were the national Hooperatings, 
will be released in three versions: 
(A) an all-radio list covering lis- 
tening in radio homes only; (B) 
an all-TV list covering viewing in 
video homes only; (C) a list of 
the most popular shows, whether 
radio or TV, based on a random 
sample. 


w These regularly published re- 
ports will cover the New York, 
Chicago and Los Angeles markets. 
This will be the first time, Mr. 
Hooper pointed out in a press con- 
ference here, that radio and video 
programs have been rated in com- 
petition with each other. This ser- 
vice will start in New York and 
Los Angeles in mid-March. 
Broadcast leaders in the New 
York area for December, 1949, 


as listed by the researcher: 
Texaco Star Theater (TV) 
Lux Theater (AM) 
St ME «hese dbeg caeccctosoese 
Toast of the Town (TV) 
Godfrey's Talent Scouts (TV) ... 

Godfrey's Talent Scouts (AM) ... 

EE SE adn nds Gavan cocsséceb eh 
Godfrey and His Friends (TV) 
Walter Winchell (AM) 
Ce ht a Lee ln do eeee cc veped 
This is Your FBI (AM) 
My Friend Irma (AM) 
Amos 'n’ Andy (AM) 
Suspense (AM) ...... Rbsedbudestdeaiwant 11.3 


eee eee eee eee ee ee 


ws Another service designed to in- 
dicate TV’s significance on a mar- 
ket by market basis—the new city 
Hooperating chart book—looms 
large in Mr. Hooper’s future plans, 
These books, which will be avail- 
able for 15 major TV markets in 
June, will show a station-by- 
station, hour-by-hour breakdown 
of the share of audience between 
radio and television. 

Mr. Hooper, who has long been 
bullish on the subject of TV’s in- 
roads on AM’s audience, reports 
video’s share of the total evening 
audience in New York (as of De- 
cember, 1949-January, 1950) was 


44.7, leaving 55.3 for radio. Eleven 
months before, the breakdown was 
82.0 for radio and 19.7 for tele- 
vision. 

Los Angeles, in this respect, he 
said, is about where New York 
was six months ago, with an eve- 
ning audience breakdown of 63.6 


H for radio and 36.4 for television 


(as of last December and Janu- 
ary). 

“The national rating business, 
which depends on the number of 
network advertisers, has been on 
the downgrade,” Mr. Hooper said, 
pointing out that there are 60% 
fewer network radio advertisers 
now than three years ago. 


s Moving into network television 
rating last May, the Hooper organ- 
ization could have ridden out the 
“transition to TV smoothly if Niel- 
sen weren’t in the picture,” it was 
said. 

As it was, he added, there was 
a “choice of carrying on at an ac- 
celerated loss” or “finding a cus- 
tomer.” 


Study No. 11 of the Continuing Study of Farm Publications was made on the May 7, 1949 issue of 
Prairie Farmer by the Advertising Research Foundation. 


We won't say “we told you so,” but... 


“The Continuing Study’”’... 


the remarkable MAN and WI 
READERSHIP of SAME 


Tie in with 


WLS 


The Voice of 
Agriculture 


PRODUCT 

Hybrid Corn 
Lubricating Oil 
Milker 

Tires 

Rail Freight Service 
Stock Minerals 


FE 
ADVERTISEMENTS 


6 top advertisements read by 
77% to 51% of men and 55% to 37% of women 


‘MEN WOMEN 
77 % 55% 
70% 49% 
69% 56% 
67 % 47 % 
53% 42% 
51% 37% 


The man and wife partnership of Prairie Farmer Land 
which we have always recognized is now well proved. 
But whether you advertise lubricating oil, milkers or food 
in Prairie Farmer you get man and wife readership. This 
is revealed by the latest “Continuing Study of Farm Pub- 
lications” by the Advertising Research Foundation. Nat- 
urally, the Prairie Farmer wife reads even more of items 
strictly feminine, but she is also a true partner who can 
“help you sell:” This community of interest teadership 
by farmer and wife in Prairie Farmer is a significant 
factor in producing outstanding results. 

More and more advertisers are taking advantage of the 
remarkable interest created for their products when they 
are advertised in The Prairie Farmer. Let us supply case 
histories on results obtained, and the details on the fabu- 
1 lous farm wealth of “Prairie Farmer Land” — Illinois, 


Indiana, Southern Wisconsin and Southwest Michigan. 


awe Agricultural Capital of the World 


RAIRIE |HARMER 


1230 W.. WASHINGTON BLVD., CHICAGO 7, ILL. 


‘| work reports) for city Hooperat- 


Advertising Age, March 6,1 95 


Mr. Hooper said two-thirds of 
his billings in February came from 
the local field—a field in whigh 
there is no competition from Nig]. 
sen. 

Hooper said he has signed “gg 
agreement which blunts my 
tongue” or prohibits criticism o 
“samples, techniques, etc., inclug. 
ing Audimeters.” 

He demonstrated his critica) 
prowess in letters forwarded to 
program Hooperating and Pacific 
Hooperating subscribers. “The for. 
mer type of single national index 
is now comparatively meaning. 
less,” the letter asserted. “In Lg ) 
Angeles there are two forms of 
broadcasting—radio and TV—ang 
major differences compared witha 
year ago. In Portland, there is byt 
one form of broadcasting—radio— 
and comparatively minor differ. 
ences from a year ago. To continue 
to mix those two into one average 
in the face of this evidence is to 
commit the statistical sin of aver. 
aging apples and oranges.” 


a Mr. Hooper said he had hoped 
to negotiate an interim service 
period during which the national 
Hooperatings would continue to be 
published, but was unable to do 


so. 

After March 15, advertisers, 
agencies and networks that care 
to do so can order a national Hoop. 
erating for their own shows and 
their competition through the Niel- 
sen company, he declared. These 
will be tabulated on order only 
and at a smaller cost than the 
pocketpiece service. This will be 
one solution to the Jack Benny 
rating problem. Since the Lucky 
Strike show switched to CBS, it 
has reportedly been paid for on 
the basis of its Hooperating. 


a These ratings will be readily 
available, since telephone _inter- 
views will continue without inter- 
ruption in more than 100 cities 
(including the 36 covered in net- 


—— 


ings. . 

Mr. Hooper, who had no contracts 
with his program Hooperating cli- 
ents, said he assumed this service 
of providing Hooperatings on order 
through Nielsen will continue “un- 
til Nielsen is able to supply the 
fast service” that has been prom- 
ised. 

The Hooper organization, he ex- 
plained, will continue to compile 
the network TV _ Hooperatings, 
which will be supplied through 
the Nielsen company. Al Warfield, 
a Hooper vice-president, has been 
“loaned” to the Nielsen company 
for a year to supervise this activ- 
ity, it was said. 

It has not yet been determined 
whether there will be a reduction 
in the Hooper staff as a result of 
the sale of the national services. 

Mr. Hooper also revealed plans 
to begin an automatic TV rating 
service for individual markets 
starting, presumably in New York, 
within about a month. 


Headley-Reed Expands 
New York, Chicago Staffs 
Headley-Reed Co., radio-tele- 


vision station representative, has} 


added six men to its New York 


and Chicago sales staffs. Named to OR 
the New York staff were William lu 
Kost, formerly of NBC; Jack 

Hardingham, of WOV, New York; Ww 
Dan Ferris, of Joseph Hershey§ ne 
McGillvra, and Dan Severin, o a 
Young & Rubicam. The latter wil 

be assigned to the TV division. Why? 


Ira Morton and Frank Rice, both 
experienced spot salesmen, havt 
joined the Chicago staff. These ap 
pointments give Headley-Reed 3 
total of eight AM salesmen in New 
York and four in Chicago. 


KLX | 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co. Inc 
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*INVITATION to any national 


advertiser of a worthy product. 
Buy a four-color page in Coronet. 
If it doesn’t produce more inquir- 
ies (or direct sales) per dollar of 
cost than the same ad in Life, 
Look, Saturday Evening Post, or 
Collier's, then Coronet will RE- 
FUND THE FULL COST OF THE 


ORONET’S GUARANTEE is as simple, and as revo- 
lutionary, as that! 
We have file after file of proof that Coro- — 
net’s multi-million readers see Coronet 
advertising, believe in it, act on it. 


Why? Because the relationship between Coronet 


“Friend of the Famil 


Because it’s a Trusted — 


ADVERTISING 
RESULTS! 


and its readers is something deeply different from 
that of the entertainment magazines. Only one other 
magazine evokes in its readers the same kind of con- 
fidence and loyalty. That one other magazine is, of 
course, Reader’s Digest. 

Coronet and its elder brother, Reader’s Digest, 
almost literally join the American family. Both 
Coronet and the Digest devote page after page to 
articles of service to the family. 

People believe in Reader’s Digest and Coronet, 
as they believe in a trusted friend of the family. 

Coronet is the only medium offering to adver- 
tisers this intangible but very provable power of 
reader-confidence. 


Today, Coronet makes this daring, un- 
precedented challenge: prove this 
unique selling power with your own ad- 
vertising—on a money-back guarantee. 


You can’t lose... You can win the most eagerly 
responsive family market in America! 
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It’s Advertising’s Most 


CORONET DELIVERS 
MOST BUYERS cicustion PER DOLLAR 


Multiple readership? You know a magazine like Coronet 
has it! (And independent research findings prove it.) 
BUT...like to start with old-fashioned paid circulation 
records? Like to continue with the obvious next step — 
circulation per dollar? You're talking Coronet’s language! 


AVERAGE NET PAID 
CIRC. PER DOLLAR 


(based on 4- 
color page rates) 


**AVERAGE NET PAID 
A.B.C. CIRCULATION 


Oe ee ae 5,341,626......... 225 
Ss, OL, La 4,034,169....... -, 252 
0 fe 273 
ES 3,041,630......... 253 


CORONET ......2,650,759...... . 463 


**A.B.C. Publisher's Stat ts for 6 ths ending June 30, 1949 


Yes! Coronet delivers almost twice as much net-paid- 
circulation-per-dollar as any of the four other mass- 
circulation magazines! 
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FC&B Gains 4 GF Products, But Agencies 
Losing Them Will Increase GF Billings 


New York—‘“General Foods will 
boost its advertising budget to give 
increases across the ad board for 
newspapers, magazines, radio, and 
television, all of which represents 
the growth of our business,” 
Charles G. Mortimer, vice-presi- 
dent in charge of marketing, told 
a press conference here Tuesday. 

Announcement of the realign- 
ment of four General Foods prod- 
ucts among its three advertising 
agencies was made at the con- 
ference. Starting in September, 
Calumet baking powder, La France 
bluing, and Safina starch, formerly 
handled through Young & Rubi- 
cam, will go through Foote, Cone 
& Belding. Post Toasties, with 
Benton & Bowles now, also will be 
reassigned to Foote, Cone & Beld- 
ing on Sept. 1. FC&B currently 
handles Post’s Rice Toasties, In- 
stant Postum and Postum Cereal. 

“At the same time,” Mr. Morti- 


mer said, “the promotional re- 
quirements of both regular and 
new products, according to current 
plans, will add to higher total ad- 
vertising expenditures and higher 
billings for each of the three agen- 
cies. The increases will also spread 
across all major media.” 


ws Mr. Mortimer gave two reasons 
for approval of higher ad invest- 
ments by General Foods’ manage- 
ment: 

“1. We have several new prod- 
ucts which are now, or soon will 
be, in national distribution. We 
will compete for and try to main- 
tain effective volumes on these 
new products. 

“2. Our older and already estab- 
lished products as well, will need, 
in the kind of vigorous competition 
which characterizes the grocery 
business, powerful promotion to 
maintain and increase their con- 


sumer acceptance.” 

Young & Rubicam will receive 
increased General Foods billing 
this year through new additions to 
the Jell-O line of packaged des- 
serts. Further additions will be 
made in the Birds Eye lines, and 
from the Igleheart Division with 
Swans Down mixes and Minute 
rice. 

Benton & Bowles will get a sub- 
stantial proportion of its increased 
billing from two new products, 
Post’s Sugar Crisp and Walter 
Baker’s Four-in-One cocoa mix. 


Richfield, Phillips on CBS 


Richfield Oil Corp., New York, 
through Morey, Humm & Johns- 
tone, will sponsor “Escape” on 33 
CBS eastern stations, starting April 
21. The same half-hour period 
(Fridays at 10 p.m., EST) has 


been signed by Phillips Petroleum | 


Co., Bartlesville, Okla., for a cow- 
boy program on 64 midwestern 
stations, starting March 17. Lam- 
bert & Feasley is the agency for 
Phillips. 


Customer Audit 
Bureau Reports 
on Shopulation’ 


(Continued from Page 1) 
which morning, evening and Sun- 
day newspapers they read, and 
they check a list of ten magazines 
to show which they have read re- 
cently. 

The newspapers get monthly 
reports, two weeks after the in- 
terviews are made. Department 
stores usually get theirs as a pack- 
age on specific assignments. 

Out of these interviews have 
come some new slants on who 
buys in department stores. On the 
basis of 30,000 interviews, the bu- 
reau discovered that the upper in- 
come group ($100 a week and 
up) is only 21% of the population, 
but accounts for 41% of shoppers 
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Your Advertising Counsel can render an indispens- 


most important and 


Your catalog in this 


product literature. 


catalog data. 


able service in planning the solution to one of your 


basic sales problems ..... 


That of placing your product data (dimensions, 
weights, sizes, capacities, colors, etc.) in the hands 
of the individual men and women who specify or 
actually place the order for your firm’s products. 


Your Advertising Agency will tell you, undoubtedly, 
that KEEPING such information at the finger-tips of 
the institutional field’s large-consumer buyers and 
wholesalers as well, is the primary function of the 
INSTITUTIONS CATALOG DIRECTORY. 


consolidated, catalog-directory 


is PRE-filed for instant accessibility, is never mis- 
placed, mutilated, discarded, or MIS-filed, as is so 
often the case of loose sheets, folders and other 


Call your account executive today and consult with 
him about the job of properly cataloging your prod- 
ucts for your buyers .... and REMEMB 

business has been built in a large measure on your 


ER.... your 


Pe ee eet se, 


HY 
CATALOG DIRECTORY 


vertising Agencies in 
the preparation of 


catalog material. We 
are prepared to ac- 


Advertising Age, March 6, 1959 


in big stores, and these shoppers 
account for 54% of all dollars spen 
in those stores. 


s Similarly, shoppers whose fam. 
ily incomes range from $60 tg 
$100 a week account for 36% of 
the population, represent 37% of 
the shoppers in the big stores, ang 
spend 32% of the dollars. The in. 
come group below $60 accounts 
for 43% of the population, repre. 
sents 22% of the shoppers, and 
14% of the dollars spent. 

As for shopper age, Foskett’s or. 
ganization finds that, in the same 
stores, 14% of the buyers are 1g. 
24 years of age, 34% dre 25-% 
34% are 35-44, and 18% 45 ang 
over. 

To get the interviews, Fosket 
switched (after beginning with 
Dun & Bradstreet interviewers) to 
a salaried staff, an innovation jn 
itself. The interviewers get nor. 
mal employe benefits, social secy- 
rity, vacations and sick leave with 
pay. They work five days a week, 
four hours a day. The four-hour 
day is designed for interviewing 
during the heavy shopping hours, 


s In addition, the interviewers are 
supervised by local research or- 
ganizations, members of American 
Marketing Association where pos- 
sible, and Foskett claims to pay 
the “highest supervisory fees in 
4the business.” 

Interviewers move from store 
to store, during an interviewing 
stint, never running more than one 
interview at a store before moving 
on to the next. A set number of in- 
terviews at a set number of stores 
during a given time span have been 
assigned to each. In the beginning, 
some stores were annoyed by the 
interviewers, but all now cooper- 
ate. 

Foskett, who first became in- 

trigued with the idea when he 
was promotion manager of the 
New York Post-Home News, and 
discovered, he says, that most New 
York department stores knew little 
of the composition of their shop- 
ping traffic, intends that the full 
34-city net will parallel that used 
by the Bureau of Labor Statistics 
for the cost-of-living index. 
On that basis, about 300 de- 
partment and specialty stores will 
be covered. In New York, the bu- 
reau now covers 27 stores. 


= Foskett has also discovered some 
interesting things about cities. In 
Boston, for instance, shopping ha- 
bits have exploded—in sociologi- 
cal parlance—along with the town, 
so that upper income families ac- 
count for only 18% of the shop- 
pers in downtown stores. Bos- 
ton has developed superb shop- 
ping facilities in peripheral areas, 
In checking metropolitan stores’ 
branch operations in suburbs, Cus- 
tomer Audit Bureau has found that 
incomes are high, as might be ex- 
pected (in some stores, upper 
bracket incomes have accounted 
for 80% of a “shopulation”’). Also, 
unit sale tends to be low, but the 
number of units is high in branch 
stores. 

Foskett is inclined to think that 
the cost is perhaps the most at- 
tractive part of his operation. The 
standard fee for newspapers buy- 
ing the service is $1,000 a month; 
department stores pay a flat $750 
per report; and manufacturers— 
who will get a quarterly report 
on distribution later this year— 
will pay $500 for each report. 


Kyron Campaign Launched 


Continental Pharmaceutical 
Corp., Chicago, has launched 4a 
local newspaper campaign for Ky- 
ron, dietary supplement for re- 
ducing, using 90 newspapers in 
69 leading markets throughout the 
country. The drive will continue 
until Nov. 19. The newspaper cam- 
paign will be supplemented by ra- 
dio. Window and counter dis- 
plays are available. Arthur Meyer- 
hoff & Co., Chicago, is the agency. 
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Featuring 


Mutt & Jeff 

Alan Ladd 

Wonder Woman 

Buzzy . 

Ozzie & Harriet 

Dale Evans 

Date With Judy 

Fox and The Crow 
Batman 

Mr. District Attorney 
Tito and His Burrito 
The Green Arrow 
Jimmy Wakely 
Melody Lane 

Johnny Thunder 
Robin The Boy Wonder 
The Dodo and The Frog 
Peter Porkchops 

Miss Beverly Hills 
Superboy 

J. Rufus Lion 

Shining Knight 
Tortoise and The Hare 
Binky 

Congo Bill 

Joe Kangaroo 

The Wyoming Kid 
Captain Compass 
Zatara, Master Magician 
Tommy Tomorrow 
Vigilante 

and many others 
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Represented by 
Richard A. Feldon & Co., Inc, 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Construction Kept 
Economy Strong in 
Mid-'49: Williams 

San FRANcisco—“Sustained ac- 
tivity in construction was one of 
the major reasons why the 1949 
recession was so mild and so short,” 


W. Walter Williams, chairman of 
the Committee for Economic De- 
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velopment and president of Con- 
tinental Inc., Seattle, told mem- 
bers attending the 31st annual con- 
vention of the Associated General 
Contractors here last week. 

Emphasizing that the construc- 
tion industry is a major factor 
in the stabilization of the national 
economy, Mr. Williams said that, 
contrary to popular belief, the 
construction industry is not highly 
unstable. 

“Our research staff reports,” he 
said, “that when all types of con- 
struction are considered together, 
there were only two periods in our 
history when construction dropped 
more than other lines of economic 
activity. These periods were the 
1870s and the 1930s. These were the 
periods of our greatest depressions; 
both reflected the dislocation 


brought about by major wars and 
the booms which followed them. 
“In lesser depressions construc- 
tion as a whole has usually dropped 
less than other industries and has 
resumed its growth trend sooner.” 


Houck & Co. Adds Seven 


Houck & Co., Roanoke and Mi- 
ami, has added the following ac- 
counts: Rumelk Co., calf feed re- 
placement; Oren Corp., fire trucks 
and fire equipment; Valley View 
Inn, resort; Twinklecraft Labora- 
tories, detergent; Agricultural Pro- 
cessing Corp., nutrient and enzyme 
concentrates, and radio stations 
WROV and WBTM. 


‘Park East' Gets New Office 

Park East, New York, has moved 
from 136 E. 57th St. to new offices 
at 220 E. 42nd St. 
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Peoples Drug Chain, ‘SEP’ Plan Promotion 


W ASHINGTON—Peoples Drug 
Stores here and The Saturday Eve- 
ning Post are teaming up during 
March for a promotion drive to 
step up sales of nationally adver- 
tised merchandise at regular 
prices. 

Under the arrangement, 142 
Peoples stores here and in near- 
by states will be featuring Post- 
advertised products in special floor 
and window displays, under the 
identifying marker, “‘A Post Recog- 
nized Value.” 

In outlining the plan to Peoples’ 
managers, John F. MHunsicker, 
manager of drug merchandising for 
the Post, said a similar promotion 
with the Cunningham chain in De- 
troit last November demonstrated 


c 


ALL BUSINESS 
IS LOCAL 


It means $4,219 per 
Family for a TOTAL of 


“Let’s Go Shopping” means 


BIG Business! 


$578,075,000:: 


When Syracuse families go shopping they have what it takes in pur- 
chasing power to build up a retail sales total of $344,303,000* in 3,065 
retail outlets. The average retail sales per Syracuse family is $5,213.* 
Add to these impressive figures an additi 

$233,772,000* rung up in the 3,981 outlets in the retail trading zone 


and you have a total of $578,075,000—truly big business. 


Promotion-minded manufacturers are insuring their share of this big 
business with consistent newspaper advertising that converts shop- 


ping trips into consistent sales volume. 


Plan to include this important Central New York market in your 
next consumer campaign. And for complete coverage (215,390 con- 
centrated daily circulation) at one low cost, choose The Syracuse 


Newspapers to insure your sales quota in this important area. 
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*From 1948 figures reported by U. S. Dept. of Commerce 
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the results that can be had “when 
the consumer impact of Post aq. 
vertising and the promotion power 
of the chain are combined.” 

A similar promotion with the 
Katz stores, Kansas City, is set 
for May. 

Markers, banners, price tags 
display material and label but. 
tons calling attention to Post-aq. 
vertised items are to be supplied 
by the magazine. 


e The special promotion here is tg 


take place March 16-Apfil 1 cop. ) 


current with Peoples’ annuaj 
March bargain jubilee. It is to 
kick off with an eight-page insert 
in the Washington Star, and 
spreads in other papers. Clayton 
Sanders, advertising manager for 
Peoples, said newspaper schedules 
through the period will be as 
heavy as any in the chain’s history, 

Peoples’ executives cautioned 
store managers not to slight Post 
features in deference to bargain 
merchandise. They said that ad- 
vertising department records show 
that the sale of regular merchan- 
dise at regular prices during sale 
periods outsells every other time 
of the year. 

One veteran buyer told mana- 
gers that chains need no longer 
rely on “house” brands for profit, 
now that fair trading is generally 
practiced. He cautioned managers 
against “hiding” advertised brands, 
and warned that drug stores will 
lose business to supermarkets un- 
less they return to featuring na- 
tional brands. 


Butler Brothers Sales Drop; 
No Prediction for 1950 


Butler Brothers, Chicago, re- 
ports that its consolidated net 
sales for 1949 were $122,301,652, 
a decline of 20.29% below 1948. 
Wholesale sales were $96,728,973, 
a drop of 23.74% from last year, 
and retail sales were $25,572,679, 
or 3.79% below last year. It also 
was declared that the operations 
of the Scott-Burr Stores Corp. 
retail subsidiary, for the past two 
years “have not been satisfactory.” 

Butler announced that it has de- 
cided to eliminate a number of 
its higher priced lines. In fact, 
the 30,000 different items of mer- 
chandise stocked in 1949 will be 
reduced to 20,000 items in 1950. 
The company also said that it 
would not predict now what 1950 
results will be. 


Modglin Starts Broom Drive 


Modglin Co., Los Angeles, has 
started a broom campaign which 
will run through June. Ads up to 
a full page in four-colors will ap- 
pear in Better Homes & Gardens, 
Farm Journal, Good Housekeep- 
ing, Household, Ladies’ Home 
Journal, Life, Modern Romances, 
Modern Screen, The Saturday 
Evening Post, Screen Stories and 
Woman’s Home Companion. Pro- 
ducts to be featured include Per- 
ma-Broom, Whisk-Off, Perma- 
Scrub and the new Perma-Broom- 
ette, toy broom for children. W. 
Earl Bothwell Inc., Hollywood, 
handles the Modglin account. 


If you have 


ideas... 


COSMOPOLITAN 


If you're selling people 
with ideas... 
Buy COSMOPOLITAN 


America’s Most Exciting Magazine 
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ve Topay retailers are paring stocks. Some when devoted to your brand than when larger orders, faster turnover and savings 

s, has are trimming to two or three brands per given to the display of another brand. in factory and wholesaler deliveries. 

a line. First to be dropped are the unadver- The economics are that simple. Retailers The plan calls for no extensive change in 

a ow tised brands. Next to go have been those are not interested in stocking a brand which your present sales set up. It requires no 

neal weakly promoted. The final choice will be customers are not interested in buying. deals, premiums, cut prices or special dis- 

: om among those in which there is strong con- More than ever before, emphasis in selling is counts. It gets a greater share of the day- 

urday sumer interest. Obvious in the operations moving out of the store and into the home. to-day buying of consumers. 

$ x. of larger retailers, the movement is work- A major problem today, the movement This Tribune plan calls for a reappraisal 

_ Per- ing its way through all levels of retailers. is expected to intensify. Joined with the in- of current selling and advertising programs 

oa Most apparent in the food field, the creasing reliance on self-service, it may de- but it is the kind of a plan that will interest 

. = trend is present in almost every merchan- velop a bottleneck of dangerous propor- executives who bear the responsibility of 

dising classification. tions for your product. getting immediate sales volume and those 
| Is your brand among those already From its study of selling and advertising concerned with long-range planning to as- 
dropped or slated for dropping? in the Chicago market the Chicago Tribune sure continued company growth and pros- 

You don’t get volume without adequate has worked out a sound procedure that can perity. 

4 distribution, and you don’t get and hold build an effective consumer franchise for A Tribune representative will be glad to 
distribution unless you are able to demon- your brand. It is popular with retailers who discuss the application of this consumer- 
strate to retailers that their shelf and floor see in it the answer to their own need for franchise plan in your business. Ask him to 
space will produce more profit for them better volume and profit. It can secure tell you about it. 

\ 
5 CHICAGO TRIBUNE 
THE WORLD’S GREATEST NEWSPAPER 

CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 810 Tribune 

Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St., New York City 17; W. E. 

Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 155 ly ee | St.s 

San Francisco 4; also, 448 S. Hill St., Los Angeles 13. MEMBER, FIRST 3 MAR-« : 
KETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Stuarts Clothes in N. Y. Slashes Prices 


New YorK—Stuarts Clothes Inc. 
last week slashed prices on men’s 
woolen suits $16 to $18, added 50 
new employes, inaugurated an ex- 
panded advertising program, and 
announced that “if more men are 
to buy more suits, the clothing 
industry must apply supermarket 
techniques to its selling.” 

Louis Zeller, recently elected 
president of Stuarts, at a press 
conference preceding the price cut 
emphasized that the objective of 


Genuine GLOSSY PHOTOS 


the new sales policy is to induce 
more men to buy more suits an- 
nually, in the hope of doubling the 
company’s present annual sales 
volume of $2,000,000. 


ms The company has reduced its 
markup to 15% to 20%. It has 
been operating on a 30% to 35% 
markup, Mr. Zeller said. The com- 
pany will now make nominal 
charges for alterations and deliv- 
eries; formerly no charges were 
made. Mr. Zeller estimated that 
the elimination of these free serv- 
ices will enable the company to 
save 6 to 7% annually. 


Estimate of 1950 TV Set Production 


By Television Shares Management Co., Chicago. 
Aver: 


Total Value 
Manufacturer Units Factory Price (Factory Price) 

Admiral 800,000 $145.00 $116,000, 
RCA - 700,000 155.00 108,500,000 
Philco 625,000 145.00 90,625,000 
Motorola 535,000 135. 72,225 000 
Zenith 330,000 54,450,000 
Emerson 330,000 145.00 47,850,000 
General Electric 300 000 Y 45,000,000 
DuMont 190,000 225,00 42,750,000 
Teletone 175,000 125.00 21,875,000 
Hallicrafters 170,000 140.00 23,800,000 
Westinghouse 150,000 155.00 23,250,000 
Avco (Crosley) 150,000 150.00 . 22,500,000 
Meck 150,000 115.00 17,250,000 
Raytheon (Belmont) 140,000 135.00 18 900,000 
Sylvania 120,000 155. 18,600,000 
Magnavox 100,000 215.00 21,500,000 
Capehart-Farnsworth 100,000 160.00 16,000,000 
Olympic - 100.000 145.00 14,500 000 
Garod (Majestic) 100,000 145.00 14,500,000 
Hytron (Air King) 100,000 135.00 13,500,000 
TOTAL 5,365,000 $149.78 $803,575,000 


The new Stuarts price policy is 
on new spring merchandise, it was 
explained, and should not be mis- 
construed as prices on closed-out 
merchandise. The policy will be 
continued for the remainder of 
this year. It will be advertised as 
“supermarket values” in newspa- 
pers in New York and northern 
New Jersey. Initial copy broke 
March 3 with spreads in the New 


Made from your photos, 
layouts or negatives. 
Other sizes and prices 
upon request. 

Send for sample and 
Complete price list. 
PROMPT DELIVERY 
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Second “‘echelon’’ of 12 (alphabetically listed): Bendix Radio; Fada; Hoffman; Muntz; Noblitt- 

Sparks (Arvin); Sentinel; Sparks-Withington (Sparton); Stewart-Warner; Stromberg-Carlson; Tele 
King; Trav-Ler; Wells-Gardner. 
__ Note: Television Shares Management Co. is a so-called “open end’’ investment trust specializing 
in TV and electronics investment. Its estimates for most set makers “has been considerably reduced below 
public and private forecasts’’ made by the companies. Television Shares told AA it knows of 103 
manufacturers of TV sets. ‘Uncertainties’ could conceivably reduce the over-all total by as much 
as 20%, it estimates. 


York News, New York Post and|Ben Hur Appoints Graves 


Newark Evening News. Federal} pR © Graves has bee i 
Advertising Agency is handling sales manager of the Ben ee Min 
the account. Co., Milwaukee. 


Sales are not confined when you use the Pittsburgh 


Post-Gazette—It Sells the 


Three million people live within a 50- 
mile radius of Pittsburgh—two million 
of them surround Pittsburgh’s ABC 
city zone—only one million live inside. 
Your sales manager gears his sales 
plans to this pattern. You can gear 
your advertising plans to the same pat- 
tern by using the Post-Gazette. It alone 
REPRESENTED 


NATIONALLY BY 


entire Pittsburgh Market! 


gives effective coverage both inside and 
outside Pittsburgh’s ABC city. It per- 
mits you to route your advertising as 
your sales manager routes his salesmen. 


“Hungh— 
POST-GAZETTE 


MOLONEY, REGAN SCHMITT 
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Liquor, Beer 


%|Groups Disagree 


on Display Rule 


New YorK—The nature of the 
gains by the beer and liquor indygs 
try, presumably secured by th 
New York State Liquor Authority§ 
liberalization of Rules 3 and 
affecting brand signs and advertig 
ing specialties, was still an Way 
certain quantity last week. 

Gratified by the sanction of ti 
use of advertising specialties, ti 
brewers in particular were sti 
disturbed by the authority’s official 
dictum, which demanded elaboraig 
and expensive bookkeeping record§ 
on the use of retailer advertising 
items (AA, Feb. 27). ‘ 

Last Monday the New York Stam 
Brewers Association wired a pra 
test to the authority, asking a stay 
of the effective date of Ruleg 
(Feb. 15) and of Rule 11 (Marg 
1), in order to modify the extensivg 
bookkeeping requirements whig 
accompanied the new rules. Tig 
authority refused the request ang 
industry members are left with m@ 
aliernative but complete compli 
ance with the rules, records ang 
all, as stipulated. 


a Meanwhile, the newly forme 
New York Liquor Advertising 
League, headed by John Palmenam 
also president of Point of Purchasg 
Advertising Institute, released af 
analysis of the new rulings whit 
was generally commendatory. 
~The statement called the rul@ 
“open-minded and fair” and re 
ported they really “exceeded ouf 
expectations.” 

Mr. Palmer’s analysis points ou§ 
for instance, that the labor cost af 
dressing windows has no ceiling 
and is not charged against the $3 
limit. He also points out that recipe 
books and promotional leaflet 
without dealer’s imprint can 
used in package stores and aff 
not charged against the $25. Bee 
displays and signs, he wrote 
“come under this category and are 
not limited as to size when given 
or sold to off-premises beer leg 
censees.” 


a He pointed to the many addi 
tional items on the Rule 3 free list 
which, he said, made it a “mos 
liberal allowance.” Mr. Palme 
avoided the question of whethe 
the bookkeeping would be cumberm 
some, confining himself to the 
comment that “had the original 
Regulation 187 not been rescinded, 
there would have been no such 
items to be sold, manufactured and 
used with or without the required 
accounting.” 

He called the new regulations 
“tangible proof of the spirit of 
good will and cooperation between 
our membership and the authority.” 


Signs for Transit Radio 


Twin City Rapid Transit Comm 
has signed with Broadcasting Sera 
vices Inc., an affiliate of Transit 
Radio Inc., Cincinnati, for the ins 
stallation of transit radio in is 
vehicles. Commercial broadcasting 
will start about June 1. 


National Tea Sales Up 


National Tea Co., Chicago, which 
is celebrating its 50th year, re 
ports that sales for 1949 were 
$274,332,677 as compared to $270, 
176,795 in 1948. Profit for 1948 
was $4,571,935 and in 1948 was 
$4,050,006. 
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SAECTRerves co. 


Appoint Ralph Harrington 


Ralph Harrington, advertising 
manager, General Tire & Rubber 
Co., has been appointed a director 
of the Traffic Audit Bureau by 
unanimous vote of the directors 
of the Association of National Ad- 
vertisers. The bureau, a non-profit 
organization to authenticate the 
circulation values of outdoor ad- 
vertising, is sponsored by the ANA, 
American Association of Adver- 
tising Agencies, the Outdoor Ad- 
vertising Association of America 
and the Poster Advertising Asso- 
ciation of Canada. 


1949 Dollar Volume of Business Papers 
Down 22%, But Profits Even, Lasser Says 


New YorkK—Business papers’ 
dollar volume last year dropped 
2%% from 1948, but their profits 
were almost equal to those of 1948, 
according to J. K. Lasser & Co., ac- 
countant for business papers. 

The business publications’ losses 
were much smaller than expected, 
Lasser comments, and smaller per- 
centage-wise than their space loss, 
which was about 9%. Revenue per 


HOW TO MAKE SALES GROW 


ANCHOR MEDIUM 


Loe Ongeles 


Z 
) 


To increase your sales in Los Angeles, 


major attention must be given to the spot most 


fertile in people and buying power—the 


A.B.C. City Zone which accounts for better than 


six out of every ten families, and over 


70 per cent of the total retail sales in this, 


the nation’s third largest and richest market. 


It is in this vital city zone that the 


Herald-Express reaches thousands 


upon thousands more families than any 


other daily newspaper—it’s your 


sales making ‘anchor’ medium. 


HERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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page increased about 7% from 
1948. 

Lasser points out that the avers 
age 12-time page rate of the paperg 
his company has studied is up 10%] 
over 1947. Circulation has also ina 
creased, and the rate-per-thousands 
averages a 6% gain for the two 
year period. 


s Most small business publications 
lost money in 1949, Lasser reports 

The average publishing profif 
before taxes last year for papers 
with more than 20,000 circulatio iy 
was 9.1% of publishing operatingm 
revenue. It was 8.3% for thea 
larger papers in 1948. 

But for papers with less than 20, 
000 circulation, the profit share 
dropped from 8.2% in 1948 to 
7.8% in 1949. 

Lasser says a “great number” of 
the publishers have a profit of 
more than 20% before taxes, andm 
three of five business papers make 
over 10% profit on gross revenue, 


Hickok Will Use 
Comic Books for 
Boys’ Western Line 


RocnHeEster, N. Y.—For the first§ 
time, advertisements for boys’ 
western belts, jewelry, suspend- 
ers and wallets will be carried in 
comic books by the Hickok Mfg. @ 
Co. 

Ads in full color, 64% x 9”, are 
planned for the summer issues of 
the 11 western and adventure 
comic books in the Fawcett group. 
Other ads are being planned ter 
Boys’ Life. 

Kastor, Farrell, Chesley & Clif- 
ford, New York, is the agency. 

Hickok’s “Roy Rogers” line of 
embossed and colored leather belts, 
with gold finished sheriff’s badge, 
suspenders with woven Bar-H de- 
sign and leather wallets in color 
will be featured. The belts will re- 
tail for $1.50, suspenders at $1 and 
wallets at $1.50. 


Foreign Language Chain 
Lines Add Affiliates 


Claude Barrere, general manager 
of the Foreign Language Quality 
Network, New York, reports that 
more than 12 stations have lined up 
with the new chain, which will of- 
fer specialized coverage of the It- 
alian and Polish markets. The line- 
up of stations is being peddled to 
national and regional advertisers. 

Irving Collin, formerly sales 
manager of WLIB, New York, is 
sales manager of the network, 
which has offices at 70 E. 45th 
St. Initial sponsors are a toy dis- 
tributor and Trans World Airlines, 
through Batten, Barton, Durstine & 
Osborn. 


Type Directors Club 
to Hold New York Forum 


The Type Directors Club of New 
York inaugurated a type directors 
forum March 1 for discussions and 
talks by experts on lettering, type 
and printing. Sessions will be held 
Wednesday evenings through May 
10 at the Architectural League, 115 
E. 40th St. Frank E. Powers, direc- 
tor of typography for J. Walter 
Thompson Co., is chairman of the 
committee. 


Writes Book on TV Jobs 

“Your Job Opportunities in Tel- 
evision” is a new book showing 
the variety of jobs that exist in 
television and the pay that may 
be expected. Also included are 
chapters on how women have got- 
ten into television. The book has 
been written by Ruth Lee Har- 
rington and published by Robert 
M. McBride & Co., New York. 


Toal Joins Capehart 

E. Patrick Toal, formerly sales 
manager of North American Phil- 
lips Co., has been named sales 
manager of Capehart-Farnsworth 
Corp., Fort Wayne, Ind., an associ- 
ate company of International Tele- 
phone & Telegraph Corp. 
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indicates first listing in this column. 
March 16-17. American Management 
sociation, marketing division, 
e on sales and merchandising, Hotel 
titler, New York. 
March 27-30. Canadian Association of 
woadcasters, annual convention, Hotel 
neral Brock, Niagara Falls, Ont. 
March 28-31. Premium Advertising As- 
sciation of America, 17th annual na- 
onal premium buyers exposition and 
mference, Stevens Hotel, Chicago. 
March 29-31. Association of National 
vertisers, annual meeting, The Home- 
ad, Hot Springs, Va. 
darch 30-April 1. American Associa- 
n of Advertising Agencies, annual meet- 
s, Greenbrier, White Sulphur Springs, 


. Va. 

March 31-April 1. Association of Na- 
ynal Advertisers and American Associa- 
ym of Advertising Agencies, joint meet- 
g, the Greenbrier, White Sulphur 
rings, W. Va. 
April 11-12. Annual symposium and ex- 
bit, Point of Purchase Advertising In- 
tute, Waldorf-Astoria Hotel, New York. 
April 12-19. National Association of 
oadcasters, 28th annual convention, 
xvens Hotel, Chicago. 
April 25-27. American Newspaper Pub- 
hers Association, conventi 
ildorf-Astoria, New York. 

May 3-4. Associated Business Publica- 
yns, annual conference, Drake Hotel, 


ricago. 

May 4-6. International Affiliation of 
ales and Advertising Clubs, 48th annual 
ymvention, Syracuse, N. Y. 
May 11-12. Public Utilities Advertising 
ssociation, annual convention, President 
lotel, Kansas City, Mo. 
May 14-17. National Newspaper Promo- 
jon Association, annual convention, 
behroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
on, spring meeting, Congress Hotel, Chi- 


ago. 

May 3i-June 3. Advertising Federation 
f America, 46th annual convention, Ho- 
el Statler, Detroit. 

June 9-11. California Newspaper Ad- 
ertising Association, annual convention, 
el Mar Beach Club, Santa Monica. 

June 25-29. Advertising Association of 
he West, annual convention, Hotel Am- 
vassador, Los Angeles. 

June 29. National Association of Maga- 
ine Publishers, summer meeting, West- 
hester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
ertisers Association, annual conference, 
otel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
lation, annual convention, Hotel Fair- 
sont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
ton of America, annual convention, Drake 
‘otel, Chicago. 

Sept. 18-21. Financial Public Relations 
ssociation, 35th annual convention, Ho- 
1 Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
2a, annual convention, Palmer House, 
~hicago. 

Sept. 24-28. Advertising Specialty Na- 
jonal Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
ago. 

Oct, 9-11. Central regional meeting, Na- 
ional Newspaper Promotion Association, 
ndianapolis. 

Oct. 22-24. Advertising Federation of 
erica, 10th District convention, Herring 
otel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
jon, annual meeting, Congress Hotel, Chi- 
ago. 


ss 


ee 


fonson to Air ‘Twenty 
Questions’ on ABC-TV 


Ronson Art Metal Works, New- 
ark, N. J., will sponsor “Twenty 
Questions” over 12 ABC-TV sta- 
ions starting March 31. The pro- 
gram will be fed to the American 
etwork by WOR-TV, New York, 
hich has the package rights to 
he show. ABC’s New York sta- 
ion will not carry the program. 
Currently a simulcast over 
VOR-TV and the Mutual Broad- 
asting System for radio, “Twenty 
Questions” will continue to be 
broadcast on Saturday nights at 
® p.m., EST. The radio show will 
pe a recording from the TV sound 
Tack. Grey Advertising Agency 
handles this show. 


Appoints Transit Radio 


Metropolis Co., operating through 
WJHP-FM, Jacksonville, Fla., has 
mamed Transit Radio Inc., Cin- 
innati, as its national sales rep- 
resentative. This brings the total 
mumber of cities using Transit Ra- 
wo to 20. The WJHP contract is 
ith the Jacksonville Coach Co. 


Spent $3,000,000 in Newspapers 


Kroger Co., Cincinnati, has an- 
Ounced that last year it spent 
$3,079,000 for newspaper adver- 
Using, compared to $2,869,000 in 
1948. The company regularly uses 


1,154 dailies and weeklies. 


Hening Appoints Babcock 

Foster A. Babcock, formerly 
vice-president of Harry P. Bridge 
Co., and with N. W. Ayer & Son, 
Philadelphia, has been named di- 
rector of the industrial advertising 
of Hening & Co., Philadelphia 
agency. 


Joins Vogue-Wright Studios 

C. Ray Ballard, formerly with 
Frank. Lewis Inc., Chicago, has 
joined the visual education division 
of Vogue-Wright Studios, Chicago. 


WXEL Will Televise 
Cleveland Indians’ Games 

WXEL, Cleveland, wil! televise 
all of the Cleveland Indians’ games, 
with Standard Brewing Co. as 
sponsor. The first game will be on 
April 18. During March and April, 
films will be made of the team 
during their pre-season work-outs 
and will be shown over WXEL by 
Standard. Gerst Advertising Agen- 
cy handles the Standard Brewing 
account. 

WERE, Cleveland, will carry the 
AM and FM broadcasts of the game. 


If you make any of these products — 


Lubrication Engineering 


can sell them for you @ write FOR FACTS 
343 5S. DEARBORN ST. CHICAGO 4, ILL. 
The only Publication Devoted Exclusively to Lubrication 


ll 


Which twin reads The Post? 


Advertising Director 


RALPH W. RUNNELS 


DAVID R. HAWORTH 
National Advertising Mar. 


BURKE, KUIPERS & MAHONEY, INC. 
National Representatives 
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With Apologies to Toni 


You'll see HER in Houston Stores 


after she sees YOU in The Post 
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Artist Talks Like a Business Man 


Elsewhere in this issue is a report of a speech which Fred Ludekens, 
one of the country’s outstanding commercial artists, delivered to the 
Advertising Club of Los Angeles a few days ago. 

Mr. Ludeken’s speech was noteworthy because, for the first time in 

our experience, an artist has had the moral stamina to admit publicly 
that “artistic integrity does not exist in advertising art,” and that 
to justify itself, advertising art must be primarily a piece of selling 
copy. 
- This designation of advertising art will not sit so well with a 
number of our more “advanced” artists, and we can conceive of a 
number of art directors who won't like it too much, either. But, like it 
or not, it is simple truth and common sense. 

If “artistic integrity” means that the artist expresses only what he 
feels, without regard to the world around him or the effect of his feel- 
ings on his audience, then in fact “artistic integrity” in advertising is 
a contradiction in terms. Advertising—which includes the art as well 
as the copy—has a function. The function is to sell goods or services, 
and not those of the artist or the copywriter, but of the advertiser. 
So subordination of the artist’s “integrity,” if one wants to call it 
that, to the desires of the advertiser is one of the prime requisites of 
advertising art. 

This sounds crude to artistic ears, no doubt, but it does not seem 
amenable to debate. 

But this does not mean that an artist cannot assert his own 
thoughts, nor that he must be a spineless technician who sacrifices all 
his beliefs in a blind effort to please the advertiser who pays the bills. 
Many an artist has made a better ad by refusing to bow to the whim 
or command of a client, and many more will do so through the years. 

What is important, and what Mr. Ludekens points out so clearly, 
is that creative talent in the advertising field must be put to work, 
not for its own sake, but for the fulfillment of a mission. The mission 
is to sell goods, or services, to get across a particular thought or 
idea. It cannot be accomplished successfully unless a realization of 
the mission governs the creative execution. 


Come, Come, Let's Grow Up 


A correspondent relates the sad tale of a new-business man for a 
smaller agency, who finally landed a pretty good account for his 
agency, only to discover that the agreed-upon rate of commission 
wasn’t going to be paid because the account insisted upon chiseling 
off a few percentage points from the agency’s commission. 

This is a sad, sad story which leaves us unmoved. The only one 
involved for whom we really feel sorry is the dumb client who thinks 
he has driven a sharp bargain, and who presumably believes that he is 
going to get as good and as comprehensive service after wielding 
his chisel as he could have gotten if he hadn’t wielded it. 

The incident serves a useful purpose, however, in demonstrating 
that there are still advertisers—and a handful of agencies—who 
think there is nothing sacred about the commission system of agency 
compensation. 

Well, we don’t believe there’s anything “sacred” about the agency 
commission system, either, but we think there is a good deal of com- 
mon sense to it, and a good deal of idiocy in trying to buy—or sell— 
creative service on the basis of a cut price. 

If one has a choice of two identical articles at different prices, 
it is pretty foolish not to buy the one offered at the lowest price. But 
creative services are never, by their very nature, identical, and to 
make their purchase contingent on a price war is a silly procedure. 

If there is“any moral to this piece, it should be addressed equally 
to the new-business man, the agency and the client; and its import 
would be: “Quit kidding yourself.” 


> 


La Publicité et l’Homme de la rue 


—Le Journal de la Publicite, Paris 


What They're Saying 


Socialism—Largely a 
Matter of How Far One Goes 

The heart of our capitalistic 
system is the free market, under 
which the consumer ultimately 
governs and directs production. 
Every product, every service, every 
business is tested every day by the 
free-choice consumer. The expec- 
tation of individual gain is the in- 
centive for both workers and cap- 
ital. Scarcity, under the free mar- 
ket, reflects itself in rising prices, 
thereby inducing a@@itional labor 
and capital to produce scarce goods 
so that shortages tend to be self- 
liquidating. The free market tends 
constantly and automatically 
toward improved living stand- 
ards. 

Socialism would replace the free 
market by centrally planned and 
determined production. Therefore, 
it seems reasonable to say that 
measures are socialistic when they 
cend to strike at the heart of the 
free market. By this standard, pub- 
lic highways, public education and 
the post office system, while pub- 
licly owned, actually have the ef- 
fect of strengthening the “heart 
of the market” by improving the 
mobility of goods and people, and 
expanding communication and 
knowledge. Moreover, these public 
operations do not prohibit private 
operation of transportation and 
communication facilities, or private 
education. 

Much of the problem of deciding 
whether a measure is socialistic is 
one of degree. A progressive in- 
come tax of moderate range may 
not interfere greatly with the mar- 
ket; a confiscatory tax, by drying 
up both incentive and investment 
funds, would quickly destroy pri- 
vate enterprise. Welfare programs 
as supplementary means of tiding 
people over rough spots may actu- 
ally improve the working of the 
free market; these same programs, 
raised to the point where they 
destroy incentives of either the 
beneficiary or the taxpayer, would 
tend to destroy the free market. 

Some people argue, however, 
that any such concessions consti- 
tute the entering wedge and there 
is no stopping point short of com- 
plete socialization. Perhaps history 
will prove them right, but in most 
matters of life, this question of 
degree faces us—automobile speed, 
use of drugs, consumption of al- 
cohol and even physical exercise. 

We must keep in mind the final 
goal of socialism—the nationaliza- 
tion of production. Measures and 


proposals can be socialistic even 


though they do not immediately 
propose nationalization. If we look 
carefully at any particular step, 
and determine that its ultimate ef- 
fect must be to create conditions 
which eventually will compel the 
displacement of free market forces 
and lead to nationalization of in- 
dustry, we may rightfully call it 
socialistic. For example, a proposal 
for a 100% inheritance tax might 
say nothing about nationalizing 
industry; and yet, its inevitable 
effect would be virtually to elim- 
inate our present system of private 
industry and property within a 
generation. It would, therefore, be 
a socialistic measure. The pro- 
gressive income tax, social security, 
welfare programs,.farm plans must 


be judged by the same standard. 
—Socialism in America, 1950, pub- 
lished by the Chamber of Commerce 
of the United States. 


Americans Have Been 
Taught to ‘Aspire’ 

There are other nations which 
are free. There are other countries 
which know how to mass produce. 
But there is no nation except this 
one which has learned the art of 
mass telling to create the mass 
wanting which makes mass pro- 
duction make sense. 

The Renault factory in France 
knows mass production. But the 
workers in that plant are making 
cars for someone else. They do not 
themselves aspire to a car. In De- 
troit, on the other hand, the park- 
ing lot for the workers’ cars is 
bigger than the Ford plant itself. 
The point is that the workers are 
making cars for other workers. 
And this is true in every U.S. in- 
dustry—all of us are making things 
for each other to buy. We have 
been taught to aspire. 

It is hard to know whether mass 
telling (advertising) made mass 
production possible in the first 
place. Certainly it is inextricably 
related to it now. And that rela- 
tionship between the mass produc- 
tion in which our people take such 
genuine pride, and on which all of 
us really depend in one way or 
another for our jobs and our se- 
curity—that relationship with mass 
telling, which some consumers and 
even some business men take light- 
ly—is a relationship which few 
people recognize as one source of 
national greatness. Yet without 
mass telling, without enough mass 
telling, mass production and the 
structure of our peculiar economy 
would grind to a halt. 


—George D. Wever, promotion direc- 
tor, Life, before the Dallas Advertis- 
ing League, Feb. 17. 
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Rough Proofs 


The end of the sellers’ marke 
pleases sellers, Herbert H. Kire 
ner insists. 

That should make it unanime 

. 

Esquire continues to tip its hg 
regularly to the Journal, Gog 
Housekeeping, McCall’s and Com, 
panion, which thus far have show 
very little disposition to recipy 
cate. 


+ 
LaSalle’s department store jj 
Toledo began advertising in th 
Blade away back in 1865, and wit 
all that experience it’s no wonde 
they captured two of the majg 
NRDGA prizes for retail adver 
tising. 
© 
A code recently adopted for com 
bination storm window advertisiy 
contains the paragraph, “In ay 
advertising, there shall be no state 
ment that the window is ‘burglar 
proof.’ ” 
Were the burglars laughing te 
hard? 


* 
William Pilat insists that there’ 
no profit in half of men’s wear. 
You mean the coat and pant 
continue to do all the work, while 
the vest gets all the gravy? 


. 

Rand McNally’s new world atla 
is being hailed with enthusiasm 
by a lot of people who are fondl 
hoping that no general revision 
will be necessary for a long time 
to come. 


+ 

The following copy placed in the 
classified columns of ADVERTISING 
AGE by an agency man moving to 
L. A. is suggested to the All-Year 
Club without reservations: 

“Earned top-bracket salary, bul 
now desire livable income with 
let-live job requirements, includ- 
ing time to know a family—enjoy 
a future.” 

a 

Gladys the beautiful receptionist 
says that Victor instruments pro- 
vide such remarkably fine repro- 
duction, it’s no wonder the com- 
pany selected James M. Toney as 
advertising manager for the line. 


* 

An advertiser told Outdoor Life 
of the tremendous response to an 
offer of a deer call for $2, and it 
would be interesting to see what 
would happen if he offered a wolf 
call. 

+ 

Admen who admire the lovely 
cover girls shown in Beckett Pa- 
per Co.’s collection are wondering 
why it doesn’t offer samples of the 
paper along with autographed 
photographs of the gals. 


7 

“Clothiers seek bigger share of 
consumer dollar,” headlines the 
world’s greatest advertising jour- 
nal. 


— 


They’re lining up with the food, 
drug, automotive, home building 
and furnishings industries. 

2 

“It is interesting to consider,” 
remarks Charlie Cgward, “how 
history will regard this period im 
which we live.” 

It will undoubtedly be called the 
Unreasonable Age. 

. 

“God’s in his heaven, and all's 
right with the world,” wrote Rob- 
ert Browning, even though he 
wasn’t too familiar with the facet 
that the big league baseball teams 
start spring training at this time 


of the year. 
Copy Cus 
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One halt of the Philadelphia Market 
lives outside the city limits 


America’s 3rd Market stretches out to scores of smaller 
cities, suburbs, towns...and the rural areas in-between. 
Get the whole rich market—including city zone cover- 
age in full intensity. Schedule THE INQUIRER today! 


INQUIRER GIVES INTENSE COVERAGE IN 
THE CITY AS WELL AS THE SUBURBAN AREA! 


The Philadelphia Mnguiver 


Exclusive Advertising Representatives: 
TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
' West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 « 448 S. Hill St., Los Angeles, Michigan 0578 
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First 10 Forecast Coming News 


NEWSWEEK’ s now famous The Periscope Department was he 
‘first regular feature in any magazine to look beyond the news 
_ today and call the turn of tomorrow's events. Now widely imitated 
in form, The Periscope still stands unique with its record of 88% 
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Fruit Wholesalers’ 
Ad on Prices Hit 
by Florida Official 


Winter Haven, Fra—An ad 
sponsored by frozen food distribu- 
tors and appearing in several Flor- 
ida papers has been termed a 
threat to Florida citrus growers 
by Tom Turnbull, member of the 
Florida Citrus Commission. 

The %-page ad, which leads 
off with “we think you are too 
smart to kill the goose that is lay- 
ing the gold eggs,” was placed by 
the National Wholesale Frozen 
Food Distributors Inc. at the time 
of their Chicago convention, Feb. 
17. 

The ad urged that Florida citrus 
farmers “avoid policies that will 
injure the growth of this new in- 
dustry and price its frozen juices 
out of the market.” 

The ad is part of a carefully 
planned program to reduce prices 
at the expense of the growers, Mr. 
Turnbull said. He declared that 


unified coordination 


in Branham offices 


You ask these questions: 


© Market Information ? 
© Coverage Maps and Data? 
© Surveys, Route Lists, etc. ? 


We answer them. 


Branham-men are seasoned 
advertising counselors. Mar- 
ket and media-wise they are 
in constant daily contact 
with all factors who develop 
national advertising policy 
and campaigns. Branham is 
a sales organization repre- 
senting leading media and 
serving national advertisers. 


May we help you? 


THE 
BRANHAM 
COMPANY 


the law of supply and demand is 
the main factor in the sale of 
citrus fruits. 

“An increased demand brought 
about by cancentrates, reduced 
supplies by the hurricane and the 
freeze in California have put the 
Florida grower in a position to 
ask a higher price,” Mr. Turnbull 
said. He added that public officials 
representing the industry should 
help preserve this beneficial situa- 
tion. 

“I’m not willing to delegate to 


the [wholesalers] the authority to 
determine fair prices for Florida 
citrus,” Mr. Turnbull said. 


Installs Model Store 

Firestone Tire & Rubber Co., 
Akron, has installed a model home 
and auto supply store in the sales 
and merchandising laboratory of 
the University of Akron. The store 
incorporates an entire retail out- 
let from the newest thing in light- 
ing to a glass and tile front, and 
the latest designs in counters, racks 
and storage facilities. 


Publishes Printing History 


“Oregon Imprints,” a volume 
containing records of the early 
history of printing in Oregon from 
1847-1870, has been published by 
the University of Oregon Press, 
Eugene, Ore. 


‘Quick’ Appoints Four 

Joseph C. Wahler, formerly 
western advertising manager of 
the National Geographic, has been 
appointed western ad manager of 


Quick, with headquarters in Chi-|O 


Advertising Age, March 6, 1955 


cago. Joseph H. Mulqueen, fo 
merly with Westinghouse; Jame 
H. Beard, formerly with Vince 
Edwards & Co., and Tracy Axt 
previously with The Saturday Eve. 
ning Post, have joined Quick’s Ney 
York sales staff. 4 


Berg Appoints Morgan A. M. 

Beth Morgan, formerly adven 
tising manager of Nevius-Voon 
hees, Trenton, N. J., has beg 
named advertising manager gf 
Charles F. Berg Store; Portlang 
re. 


See what else 
Greatest 


the South's 
Salesman gives you: 


Advertising for our advertisers every 
day.24 sheet posters, streetcar dash 


signs, full-page newspaper adver- 
tisements, store displays, work 
with jobbers and leading 
retailers—-WWL uses 
all of these — the 
greatest audience- 
building program 

in the South. 


uaa 


He racks up leading Hoopers— 


gets biggest share of audience 
Latest Hooper shows WWL share-of-audience ahead of 
any New Orleans station. Nighttime WWL has-greater 
share than next 2 stations combined! 
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Expand New Era 
Chips Advertising 


Detroit—Nicolay-Dancey Inc. 
has begun advertising its New Era 
potato chips in a wider territory. 
Ads are now running in 20 Michi- 
gan dailies and in South Bend, 
Ind., for the first time. 

The company calls its present ad 
drive the largest it has ever run. 
Previously, Nicolay-Dancey has 
ysed four-color pages in the Chi- 


cago Tribune and newspaper copy 
in the Pittsburgh market. Other 
media used are painted signs, out- 
door posters and sky banners and 
smoke signs. 


ws The newspaper drive uses 1,200- 
line advertisements. Although no 
definite schedule has been adopted, 
plans call for frequent insertions 
throughout the year with the ulti- 
mate aim of a national campaign. 

A company spokesman said that 
New Era’s business volume has 


shown a “substantial” increase 
over a year ago and that sales 
are up in all packages—the large 
cans, boxes and. small packages. 
Advertising is. placed through 
Tom Schroeder Agency here. 


Hewitt-Robins Names Wharton 


Richard S. Wharton, formerly 
vice-président in charge of sales 
of Quaker Rubber Corp., has been 
named sales manager of the Hewitt 
Rubber division of Hewitt-Robins 
Inc., New York. 


Amspoker Joins Landphere 

Alberta Amspoker, formerly 
with R. H. Macy Co., San Francis- 
co, and Stephen Chan, illustrator, 
has joined Max Landphere & Asso- 
ciates, San Francisco, advertising 
artist. 


Marmco Names Clark Agency 

Marmco, Costa Mesa, Cal., man- 
ufacturer of glass fishing rods, 
has appointed Darwin H. Clark 
Co., Los Angeles, to handle its 
advertising. Outdoor publications 
will be used. 


—_— 


programs. 


Ee 


He's a favorite 
all over the map 


WWL primary coverage covers a two- 
billion-dollar trading area. 50,000 
watts, clear channel, and top program- 
ming makes folks turn first to WWL. 


50,000 WATTS 


A DEPARTMENT OF LOYOLA 


UNIVERSITY 


South’s Greatest Salesman 
Helps Raise Better Crops 


Farmers in 7 states profit from WWL’s varied farm program. WWL 
helps them harvest bigger, more profitable crops—and sells them all 
the while! Only WWL directs herd improvement contests, provides 
weather and market reports, on-the-scene rural broadcasts, 4-H Club 


South’s Greatest Salesman 


NEW ORLEANS 


aa 


CLEAR CHANNEL 


CBS AFFILIATE 


REPRESENTED NATIONALLY BY THE KATZ AGENCY 


YOU'LL REGISTER 


CASH 
REGISTER 
RESULTS 


QUICKLY 


WHEN PEOPLE see your 
advertising on the pages 
they turn to with confi- 
dence and respect — the 
pages of their religious 
papers—you can be con- 
fident of their special at- 
tention. 


They will comment on 
your advertising in their 
family circles and with 
neighbors. Your sales mes- 
sage will be favorably re- 
ceived. You will get cash 
register results — quickly. 


For profitable results 
from your advertising, ap- 
praise this “unit.” 


1,292,698 


“CIRCULATION WEEKLY 


Dur Sunoay Visitor 


~ Recister Unit 
@ 


ADVERTISING REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 
30 N. Dearborn St., Chicago 2, Ill. 
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Develops Video-Talkaphone 
for Two-Way Intercom Use 

Talk-A-Phone Co., Chicago, 
manufacturer of intercommunica- 
tion systems, has completed ex- 
perimental work on a video-talk- 
aphone, which combines a conven- 
tional television set with a private 
line intercom, permitting two-way 
communication and viewing. The 
device, brain-child of Abraham 
Shanes, vice-president and general 
counsel of Talk-A-Phone Co., uti- 
lizes closed circuit television and 
rental of lines from the local tele- 
phone company. 

One of the adaptations pointed 
out by the company is the use of 
the device for televising training 
and refresher courses for sales- 
men. 


SAVE 80% ADVERTISING 


Art in Advertising Can’t Be Good Unless 
It Does a ‘Copy’ Job, Ludekens Insists 


Los ANGELES—Advertising art, 
to justify itself, must be a piece 
of “copy” and, as a result, artistic 
integrity does not exist in adver- 
tising art, asserted Fred Ludekens, 
free-lance artist, speaking to mem- 
bers of the Advertising Club of 
Los Angeles at its annual art direc- 
tors day meeting. 

In answering ten questions on 
subject content submitted to him, 
Ludekens repeatedly stressed the 
function of advertising art as hav- 
ing one objective—visual extension 
of ad copy. 

Admitting that he, as an art 
director, had done finished work 
on his own accounts, Ludekens said 
such situations are not practical 
and often result in disrupting in- 
volvements with clients. 


ws Because art should be “copy,” 
the most effective illustration is 
achieved when the artist doing the 
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The élks market \ 


for INSURANCE 


Of the 1,000,000 Elks who read 

The Elks Magazine, 68.9°% are home owners 
...- 51.9% maintain their own businesses 

. .. 83.3% own and operate one to three cars. 
As heads of their families and property 
owners, Elks know the value of financial 
assurance against accidents and other risks. 


by the fact that 92.6% of them invest in 


life policies. If your insurance plans benefit men 
of means, by all means tell The Elks. 


YOU'LL SELL IT, 1F YOU TELL IT IN 
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job is given full information about 
objectives and other data pertinent 
to understanding of the problem, 
he declared. 

Art directors should give the 
artist general suggestions as to 
color, design, feeling—but no more. 
Such guide-posts are essential, but 
if carried further they restrict the 
artist and lower the personal con- 
tribution he can make, Mr. Lude- 
kens said. On the other hand, an 
illustrator should not be asked 
to.make layouts on his own because 
he does not have knowledge of the 
over-all campaign. Lacking this 
knowledge, the artist more likely 
than not will fail to provide art 
that will fit into the over-all pat- 
tern. 


ws The question of adequate pay- 
ment arises when an artist is 
asked for several comprehensives 
although only one finished piece is 
desired. In such cases, he said, pay- 
ment should be on the basis of so 
much for each comprehensive and 
so much for the finished art. An 
artist has only time to sell, it was 
pointed out. When he is asked to 
make changes after finished art 
has been okayed, he should be 
paid for it. 

The measure of good adver- 
tising art is to stop people and get 
them to read, at the same time 
conveying originality, interest and 
conviction, Mr. Ludekens declared. 
These requirements, he said, 
have-nothing to do with the ability 
of the artist or how the work is 
done. Good art is good copy, and 
the execution of such art is what 
the illustrator is paid to do, he 
said. 


FAMA Names Buchanan 

FAMA (Flota Aerea Mercante 
Argentina), Argentine airline, has 
appointed Buchanan & Co., New 
York, to handle all advertising and 
publicity for the airline in the 
United States. Media plans now be- 
ing prepared are expected to in- 
clude consumer magazines and 
newspapers in eastern cities. 


Baseball on WIND Sold Out 
Baseball features, including the 
announcements before and after 
the games, on WIND, Chicago, are 
sold out for the 1950 season, which 
starts in mid-April. The play-by- 
play accounts of the Cubs games 
will be sponsored by Liggett & 
Myers for Chesterfields. 


Monarch to Donahue & Coe 

Monarch Wine Co., Brooklyn, N. 
Y., producer and distributor of Ma- 
nischewitz wines, has appointed 
Donahue & Coe, New York, as ad- 
vertising counsel. A. B. Landau 
Inc., New York, formerly had the 


account. 


won 


—— 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC, 


Reach the most women... the women who buy ... in the 
$387 million (plus) Oregon food market. Reach them 
with The Oregonian, the sales-action newspaper women 
believe in... buy from. Alert advertisers know it’s their 
best buy to sell all Oregon because The Oregonian is first 
in circulation, influence and advertising results. 


the Oregonian | 


Se. 


PORTLAND, OREGON 


Advertising Age, March 6, 


When Ed Wright of Pathfinder was in Utica not long ago, with a heavy 
date in Rome (N. Y., that is) in the offing, he found there were no 
Hertz passenger cars available, so he hired a two-ton truck that was 
offered and made his 20-mile trip in triumph. . . 

Laurie Ross, head of the Portland, Ore., ad agency of that name, has 
a cat that rings doorbells—when he wants to go out, and when he wants 
to get back in. Just to make it easier, there are two clusters of bells, 
one hung on the inside doorknob, and the other hung outside. . . 

If anyone wants more info about Casanova, it is to be had in “The 
Incredible Casanova: The Magnificent Follies of a Peerless Adventurer, 
Amorist and Charlatan,” which will be published March 9 by Doubleday, 
The author is James Stuart Montgomery, copy chief at Neal D. Ivey Co, 
Philadelphia. . . 

New members initiated into the Headline Club, Chicago professional 
chapter of Sigma Delta Chi, journalistic fraternity, include John M 
Keys, National Broadcasting Co.; Lee Sagers, Sears, Roebuck & Co, 
S. R. Bernstein, AA’s editor; W. R. Miner, Needham, Louis & Brorby; 
and Milton R. Dunk, Better Farming Methods. . . 


TAKES IT WITH A GRIN—George H. Hartman, head of the Chicago agency of that 

name, takes a ribbing good naturedly at a banquet given by the men of his staff to 

celebrate his 50th birthday. The beavers (left to right) are John Holloway, Rowland 

Laughlin, Charles Golling, Bob Larsen, Dave Coey, Edwin Cahn, Bill Matoushek and 
Phil Navigato. 


A valentine named Kate Cushing arrived just a little late—Feb. 15— 
for Bill Paley, board chairman of CBS, and Mrs. Paley. She’s their 
second child ... Fred H. Ebersold, president of Fred H. Ebersold Inc, 
Chicago agency, has been renominated for president of the University 
of Illinois Alumni Association. He is a member of the class of ’24. . . 

Lee Fondren, national sales manager of KLZ, has been named head 
of a speakers’ bureau at the University of Denver, which will select 
the city’s leaders in all media to speak on advertising and its contribu- 
tions at meetings of PTA, student groups, etc. . . 


OLD AT FIFTY?—Not so, said William J. Fintze, creative director of Lezius-Hiles Co, 

Cleveland, when co-workers surprised him with gifts and good wishes on his fiftieth 

birthday. The presents, some of which show here, included a TV set and a gold 
wrist watch. 


Bob Pliskin, art director of Anderson, Davis & Platte, was high award 
man at the American Institute of Graphic Arts Printing for Commerce 
Exhibition, which opened Feb. 6 in New York. He received five awards 
in all. .. Oliver Jensen, of Life’s editorial staff, was married not long ago 
in Christ Church, New York, to Jean Stafford. Mrs. Jensen has authored 
“Boston Adventure” and “The Mountain Lion.” Mr. Jensen is the author 
of “Carrier War.” . . 

A couple of boyhood friends on Milwaukee’s west side are still keeping 
their careers in close alignment, it turns up, with the news that Bob 
Heinz has moved from ad director of the Boston Store to publicity 
director, the post vacated by Joe Deglman, who becomes general mer- 
chandise manager. Bob’s been dogging Joe’s footsteps ever since 1930, 
when he took a job as office boy that Joe had got four years previously 
in the department store’s ad dept. . . 

Among the Florida sunbathers are E. E. Lewis, v.p. of Sylvania Electri¢ 
Corp., New York, and Norman E. Kal, pres. of WAAM-TV, Baltimore, 
and of the Kal, Ehrlich & Merrick ad agency, Washington, who’s vaca- § 
tioning in Hollywood Beach with his missus. . . 

Wilferd Peterson, v.p. of The Jaqua Co., Grand Rapids agency, has 
used his 25 years’ experience at house organ writing for “The Art of 
Getting Along,” a collection of his writings, published by Harmony 
Press, Grand Rapids. . . 
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For Better Farming .. . 


ee les wee ain. mt 


The Taylors, Country Gentleman readers 
of Kansas, own mechanized equipment 
rolling on a total of 117 wheels. 


| ‘~~ ANOTHER REASON WHY 
The bell peas i Te 


PREFER COUNTRY GENTLEMAN 


By providing more of the kind of editorial 
content that helps readers farm better and 


_ live better, Country Gentleman attracts Rural 


America’s most prosperous families—2,300,000 
families rated “Your Best Rural Customers” by 
dealers and advertisers alike... 


Ist with Dealers—in surveys of every major 
trade classification, dealers name Country 
Gentleman the farm magazine “most effective 
in helping to sell rural customers.” 


Ist with Advertisers—Their investment puts 
Country Gentleman Ist among farm magazines 
—and 12th among all magazines—in advertis- 
ing revenue. 


micni@AN 


vt 


~ ew ~ “ ann 


a x 
“o> 
le Pd 
wy FO 
7 vino 
4 
an cm 
; UTAH 
GEOROIA = 
MA 
FLORIOA 


..» For Better Living 
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The kitchen of Mrs. Eva Paul of Iowa 
shows how much buying follows electric- 
ity into a Country Gentleman home, 
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unny doout 
some brains 


augtun seen it happen yourself. 


A man does only so-so in one job. He takes 
another in an identical business and knocks 
it for a row of gold-plated garbage cans. 


What happens? 


How can a man’s mind be only pretty good 
in one environment? And hotter than a fire- 
cracker in another? 

Maybe we can answer—one answer any- 
way. 

Some businesses set out deliberately to 
stimulate thinking. They agitate the mind. 
Stir it up! 

We do! And we have a great little stirrer- 


upper. Anyone who joins us gets this fact 
poured into him until it runs out his ears— 

—the single most valuable asset to any busi- 
ness is fresh, new thinking. 

We tell him his greatest responsibility is to 
bring fresh, new thinking to our clients’ sales 
problems. 

We assure him that his value will be judged 
on his ability to do that. (True for all of us.) 

So it becomes his incentive, his security, 
and his standard of excellence. 

We call it THE Y&R APPROACH. It pro- 


duces results for our clients—for many prod- 
ucts, in many fields. 7 


YOUNG & RUBICAM, INC. 


ADVERTISING «+ New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto MexicoCity London 
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Lenox Dinnerware 
Campaign Launched 


Trenton, N. J.—Lenox Inc. has 
launched a $250,000 advertising 
and sales promotion campaign to 
promote its fine dinnerware during 
the spring bridal season. This is the 
biggest single promotion ever run 
by the company, and is believed 
the biggest ever undertaken by a 
fine dinnerware manufacturer. 

The drive begins with an initial 
series of full-color pages in Better 
Homes & Gardens, Bride’s Maga- 
azine, House & Garden, House 
Beautiful and Bride’s Reference 
Book. The magazine campaign will 
be supported by a promotional 
campaign for dealers, including 
newspaper mat service and radio 


scripts. 

The campaign, placed through 
Benton & Bowles, New York, is 
designed to acquaint the consumer 
with the Lenox name and what it 
stands for. 


Mangels Appoints Agency 

Rolley & Reynolds, Philadelphia, 
has been appointed to handle the 
advertising of Arthur C. Mangels 
Industries, Philadelphia paint 
manufacturer. Consumer and trade 
publications and direct mail will 
be used. 


Arnold Agency to Move 


Rupert Arnold Advertising 
Agency, Los Angeles, will move 
from 610 S. Broadway to larger 
offices at 1310 S. Grand Ave., Los 
Angeles 15, on March 15. 


Walsh Advances Simpson 


James J. M. Simpson has been 
appointed executive assistant to W. 
George Akins, president of Walsh 
Advertising Co., Toronto. Mr. 
Simpson will continue as secre- 
tary-treasurer of the agency, a 
position which he has held for 
three years. 


Agency Opens Dallas Oftice 


Simmonds & Simmonds, Chi- 
cago and St. Louis agency, has 
opened a Dallas office, with Monte 
Kleban, vice-president of the agen- 
cy, in charge. The new offices are 
located at 533 Fidelity Bldg. 


Joins Stevenson & Scott 

Louis E. Leprohon, formerly 
with Station CKAC, has been ap- 
pointed radio advertising director 
of Stevenson & Scott, Montreal. 


(Picture on Page 39) 

MINnNEAPOLIS—General Mills, 
pioneer in the public relations ap- 
proach involved in talking specifi- 
cally about a single company, has 
taken another step forward with 
a back cover ad in the March 4 
Saturday Evening Post. The ad will 
also appear as full-color pages in 
The American Weekly and This 
Week Magazine. 

The ad is notable because it dis- 
cusses executive pay—with figures. 

Headed, “How much does a vice- 
president cost?”, the ad answers: 


s “Less than you might think. 


“That doesn’t mean that he 
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GAIN, IN 1949, advertisers showed an over- 

whelming preference for The Washington 

Star, according to Media Records. Here are some 
1949 highlights, with Star gains: 


TOTAL ADVERTISING LINEAGE: 


The city- 


wide newspaper lineage increased 3.3%, but The 
Star gained 11.2%. 


FOOD ADVERTISING: City-wide lineage im- 


crease over 1948 was 4.2%. The Star gained 
9.3%. In 1949 The Star carried 39.2% of all local 
and 46.7% of all general grocery advertising. 
GENERAL AND AUTOMOTIVE DISPLAY: The 
city-wide gain over 1948 was 6.7%. The Star 
gained 6.4%. In 1949 The Star carried 35.6% of 
all general and automotive display.* 


The Star 


am «=% 


TiMES- 
RERALD 


THE 
post 


TIMES- 
HERALD 


23.6% 


21,676,407 
lines 


Times-Herald a 


in the Nation’s Capital 


RETAIL ADVERTISING: City-wide lineage in- 
crease over 1948 was 4%. The Star gained 15.1%. 


CLASSIFIED ADVERTISING: The Star gained 
3.7% over 1948, the only Washington paper to 


show a gain. 


The Star is the No. 1 choice for any selling cam- 
paign in Washington, D. C. Put The Star’s heavy 


artillery into your campaign. 


* The Star does not accept hard liquor advertising. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationall wy Da: 
NYC 17; The John E. utz | 
Member: Bureau of Advertising ANPA, 
Audit Bureau of Circulations. 


mn A. Carroll, 110 E. 42nd 
Co., Tribune 


St., 
Tower, C 11. 
Metropolitan Group, 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL. 


WMAL-FM, 


AND WMAL-TV 
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V. P.s Average $26,000 Take-Home Pay and 
Are Worth It, General Mills Tells Public 


comes cheap. For example, the ay. 
erage annual take-home pay of our 
General Mills v. p.s—after income 
taxes—runs around $26,000.” 

That’s “good money,” the ag 
continues, pointing out that they 
are worth every cent of it, that 
they are experts in the field ang 
run an operation providing jobs 
for 12,000 employes. 

Another paragraph farther op 
says: “What if we were to fir 
all of them tomorrow, and pas 
their pay around to the other em. 
ployes? It would amount to les 
than $1.32 a week per person.” 


Abbott Washburn, manager of 
the General Mills department of 
public services, reports that no ad 
the company has run has created 
so much controversy and discus- 
sion within the company before 
publication, and that, because of 
its unusual character, Genera] 
Mills will undertake a special at- 
titude survey to determine public 
interest and reaction. 

“Last April,” he said, “we 
switched the theme of our national 
institutional advertising campaign 
(continuously in effect since 1943) 
to one of economic interpretation, 
Since then, we have been getting 
closer and closer to straight ex- 
planation and interpretation of the 
American economic system in 
terms of our own General Mills 
facts, figures and progress. In ef- 
fect, we are documenting in these 
ads the accomplishment of a free 
economy with the actual experi- 
ences of our company. 

“Last September we secured the 
approval of the board of directors 
for one of these ads to deal with 
the somewhat delicate subject of 
management compensation.” 


s Pointing out that the public 
estimates top management salaries 
as considerably higher than they 
actually are, with resultant devel- 
opment of antagonisms, Mr. Wash- 
burn says that “one answer, we 
believe, is for business to become 
more candid. The truth is always 
disarming. It tends to nullify and 
draw the fangs of criticism. Since 
General Mills executive salary 
scales are, on the whole, conser- 
vative, it seemed reasonable that 
we should try to pioneer in this 
field.” 

Batten, Barton, Durstine & Os- 
born is the General Mills’ institu- 
tional agency, and Bruce Barton 
has mailed preprints of the ad to 
about 200 personal friends, with a 
letter: “If a corporation wants 
people to think it is being frank 
with them, it ought to have the 
courage to be really frank—this 
advertisement steps out a long way 


“| in this direction.” 


Starts ‘Tempo’ March 12 
Starting March 12, the St. Louis 
Globe-Democrat will include in its 
Sunday editions a new color roto 
magazine section called “Tempo,” 
which will concentrate on local 
subjects, with local people and 
scenes used to illustrate articles 
on gardening, fashions, food, per- 
sonalities and other subjects. The 
first issue will contain 40 pages. 


Appoints Olmsted & Foley 

Olmsted & Foley, Minneapolis, 
has been appointed to handle ad- 
vertising for Brechet & Richter, 
Minneapolis manufacturer and dis- 
tributor of food products, including 
Gold Cross beverage base. 


Miss Orr Joins Ad Fried 

Robin L. Orr, formerly with 
Macy’s San Francisco and The 
Emporium, has joined Ad Fried 
Advertising Agency, Oakland, as 
an account executive. 


Moves San Francisco Office 

Albert Frank-Guenther Law Inc. 
has moved its San Francisco of- 
fices from the Russ Bldg. to larger 
quarters in the Wall Street Jour- 
nal Bldg., 425 Bush St. 
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it’s your move... 


Times are tough!... Struggle along on straight 
pay, none of that overtime extra cabbage in the 
envelope... Break a buck—and it’s practically no 
change! ...Sure hell to be poor! 

Thus think Mr. and Mrs. Public. Some of em 
actually say so! Sales resistance is resisting all 
over...Why, car dealers say the customers insist - 
on the black jabs they ordered!... Lamb chops, at 
$1.25 lb., are no sale!...Drug stores have plenty of 
tissues and soap...People come in, lookat stuff, and 
say “We'll wait”...Normalcy is due any day now! 

If your future is tied up in a product sold in 
food, drug, variety, or tropical fish establishments 
...we suggest that you Do Something about store 
display. No other advertising comes so close to the 
customer close to buying. And some extra impact 
in the cardboard and ink...to remind, invite an 
inert impulse, or switch the don’t-care customer 
...can show a nice increase at the cash register. 


&@ word to the wise, padrone, if you will so kindly 
switch on your hearing aid! The word is—animate 
...verb meaning roughly “‘to get moving”’... 
Object, displays... Objective, see preceding 4. 

We’d like to believe that E-F lithography is 
display enough...but psychology and experience 
indicate otherwise. The case histories on animated 
displays show that audience and sales go "way up 
—every time, without exception. They cost more, 
but are worth more...can be used in more than 
once...and dealers actually want them. 

We might add that nobody in the business has 
had more experience with animated displays than 
Einson-Freeman...and all ours is yours to profit 
from! Why not ask us? 


einson-freeman co. 
sales-motivated lithographers 
starr & borden aves., long island city 1, new york 
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12,000,000 Can 
Afford New Cars, 
GM Survey Shows 


Detrorir—General Motors Corp. 
estimates that 12,000,000 U. S. 
families can afford to buy a new 
car, compared with 8,000,000 be- 
fore the war. 

The estimate is based on a sur- 
vey made for the company by the 
Survey Research Center at the 
University of Michigan, Ann Ar- 
bor. 

According to W. F. Hufstader, 
GM vice-president in charge of 
distribution, the continuing study 
indicates a much faster turnover 
in cars than before the war. 

When the survey was made a 
few months ago, 15% (500,000) 
of the 1947 model autos still li- 
censed were owned by their origi- 
nal purchasers. Of 1938 models, 
13% (200,000) were still operated 
by those who bought them new. 


ws The study showed that in 1949, 
2,500,000 of the nation’s total of 


‘Everywhere you look 
it’s EXCELLO Printing! 


© PRINTED BETTER 

© PRINTED QUICKER 

© PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


XCELLO PRESS n:. 


400 North Homan Avenue 
Chicago 24, Illinois 


43,800,000 families had incomes of 
more than $7,500. Nearly two out 
of three (64%) of these top-brack- 
et families owned new cars; two 
of five owned used cars, and about 
a sixth (16%) owned no car. 

Of 5,300,000 families in the $5,- 
000-$7,500 income group, 41% 
owned new cars, 38% owned used 
cars and 21% owned none. 

Of 8,900,000 in the $3,000-$5,000 
group, 22% owned new cars, 44% 
owned older ones and 34% owned 


none. 

In the 9,800,000-family group 
earning $2,000 to $3,000, one-tenth 
owned new cars, two-fifths owned 
old cars and half owned none. 


D. M. House Names Moss 

to Promote Its Services 
True-Sullivan-Neibart Associ- 

ates, Long Island City, direct mail 

specialist, is about to enter the field 

of premium selling, and has ap- 

pointed Moss Associates, New 


York, to handle advertising and 
promotion. Business papers, news- 
papers and direct mail will be used. 
Associated with True-Sullivan- 
Neibart Associates are James E. 
True Associates, mail order list 
broker; True Associates Press, off- 
set lithographer, and True Associ- 
ates-John Service Corp., manufac- 
turer of direct mail specialties. 


Archer Names Reimers 


Archer Mills, Columbus, 
hosiery manufacturer, 


Ga., 
has ap- 


Advertising Age, March 6, 1959 


inted Carl Reimers Co., New 
ork, as its agency. A program cal]. 
ing for the use of color pages jp 
fashion magazines is being planneq 
for the fall on Archer’s Neline ho. 
siery line. 


To Symonds, MacKenzie 


Symonds, MacKenzie & Co., Chi. 
cago, has been named to direct the 
advertising of the radio and teleyj, 
sion components manufactured by 
the loud spéaker division of Permg. 
flux Corp., Chicago. 


HAPPY HOLIDAY tells: 


How to 
put your product 


ee 


on the map! 


NEvada 2-2100 


HERE are literally hundreds of magazines pub- 
lished in the United States. But the number of 
these that are important for department store mer- 
chandising can be counted on the fingers of one 
hand. The only addition to this exclusive list in 
more than ten years is Holiday. ; 
Just four years old this month, Holiday has been 
featured in 5,686 major retail promotions . . . 1500 
in the department-store field alone. This winter 95 
of the nation’s top department stores (see map) 
built their resort-wear promotions around Holiday. 
These stores devote banks of windowe, interior 
displays, radio and television time, fashion shows, 
and millions of lines of newspaper advertising to 
their Holiday promotions. The reason is simple. 
Only Holiday enables a store to tie in, not with a 


page or a feature, but with an entire magazine. For 
the whole editorial concept of Holiday is devoted to 
glorifying the better life. Every page is an invitation 
to go places, do things, and enjoy yourself. Every 
page sells the idea that sells the goods. 

And when you couple this unique ability to 
create a buying mood with Holiday’s mass circula- 
tion of over 820,000 class families, you get adver- 
tising results of the kind that’s put many a product 
on the map and profit into the pocket. That accounts 
for the constant increase in Holiday advertising. 
Last year, for example, Holiday had the largest gain 
in advertising revenue of any. monthly magazine. 
And, judging from the first quarter, there'll be more 
advertising in Holiday in 1950 than ever before. 
Will you be there? 


HOLIDAY MAGAZINE - A Curtis Publication 


HOLIDAY SELLS THE IDEA 
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Plans New Publication 

Watt Publishing Co., Mount 
Morris, Ill., will launch a new pub- 
lication, Broiler Growing, in Sep- 
tember, 1950. The new publica- 
tion will have a 15,000 circulation 
and will be of standard magazine 
size. 


Hotpoint Appoints Three 

David C. Marble, manager of the 
roduct service division, Hotpoint 
Inc., Chicago, has been named ad- 
ministrative assistant to Fred J. 


Walters, vice-president, on range 
marketing policies. Don J. Irvine, 
a staff assistant on ranges and 
electric water heaters, will now de- 
vote his time to developing sales 
programs on water heaters. John 
G. Praetz has been appointed to 
succeed Mr. Marble as manager 
of the product service division. 


Increases Circulation 


Popular Science Monthly, New 
York, has raised its circulation 
guarantee from 800,000 to 950,000 


net paid effective with the Octo- 
ber issue. The magazine had a cir- 
culation bonus of 379,000 for the 
first three months of 1950 and a 
circulation delivery of 1,179,000 
for the same period. The higher 
guarantee will be accompanied by 
a $150 rate increase per page on 
a 12-time basis. 


WCCO Appoints Ward 

Carl Ward has been appointed 
general sales manager of WCCO, 
Minneapolis-St. Paul. He joined 


the station in 1945 as promotion 
manager and in 1948 ame a 
member of WCCO’s sales staff. 
Armin Furch, formerly account 
executive of WMAW, Milwaukee, 
has joined the sales staff of WCCO. 


To Koehl, Landis & Landan 


Koehl, Landis & Landan, New 
York, has been named by Kalak 
Water Co., New York, to handle 
the advertising for Kalak water. 
Newspapers, spot radio and trade 
publications will be used. 
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Stores tying in with Holiday Magazine’s January 1950 


Neiman-Marcus, Dallas, Texas 


Resort-Wear Promotion 


CREATIVE 
MEN 


work faster, better... 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you. the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c¢ each in quan- 
tities of 10 or more, 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business, 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 
ing insight . . . day by day guidance . . ° 
pithy case-history experiences . . . usable sug- 
gestions."" . . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems, 
$3.00 on 10-day money-back guarantee, $2.70 
each in quantities of 10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 


1. A. Nachman, Inc. . . . Montgomery, Ala. 36. Wm. H. Block Co. . . . Indianapolis, Ind. 66. Bon Marche, Inc... .. . Asheville, N. C. AND PUBLISHING 
i i ee ham, N. C. 
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5. M. M, Cohn Co Little Rock, Ark. 40. B&HShop......... Atchison, Kans. 70. Carlisle Allen Co... .. Ashtabula, Ohio is Ln seat mnapietng and wantat story, in the 
. MM, “ye re , ; o 0 inepirtng ond story, tn the 
6-11. Silverwoods (6 stores) Los Angeles, Calif. 41. Rodes-Rapier Co....... Louisville, Ky. 71. Wighee Ce. ........ Cleveland, Ohio an introduction by @. D. Crain, dr., publisher 
12. H. C. Capwell Co... . . Oakland, Calif. 42. The Dalton Co., Inc. . . Baton Rouge, La. 72. F. & R. Lazarus Company Columbus, Ohio © ae eee ayy ep Ase, ~ 
13. City of Paris. .... San Francisco, Calif 43. Leon Godchaux Clothing Ce. 73. Elder & Johnston ...... Dayton, Ohio poterge Mirena er promotes tn the Pome 
et a ae San Jose, Calif New Orleans, La. 74, La Salle & Koch. ...... Toledo, Ohio money-hack guarantee. 90c each in quantities 
15. The Wonder........ Stockton, Calif 44, The Bon Marche, Inc... . . Lowell, Mass. 75. Chas. Livingston & Sons, Inc. of 10 or more, 
: , : 45. Elizabeth Hammond Dress Shop Youngstown, Ohio 
or o na rat ee ee a Wellesley, Mass. 76, Vandever's........... Tulsa, Okla, HOW TO SET UP AND RUN 
. eters... 1... ses enver, . 3 x 
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n 19. Sage, Allen & Co... .. Hartford, Conn, 47 as ee 4 ache ~ obi = ao “Successful Sales Training” 
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y %. Gdward Malley Co. . . New pon St 49. Edward F Wahi Co... .. . Duluth, Minn. 80. Bonwit Teller & Co. . . . Philadelphia, Pa. By Eugene Dynner 
21. Reid & Hughes a“. aS" s Norwich, Conn. . 7 . Here is the complete, practical, and usable 
2 hei Vietaiene, Conn 50. Dayton Co....... Minneapolis, Minn. 81. N. Kavfman........ Uniontown, Pa. outline of the proved method for (1) getting 
‘oO ~ Sugenheimers .... . . we Cosel : 51. The Emporium ...... . Jackson, Miss. 82. Gladding’s, Inc... .. . Providence, R. |. new salesmen into high gear quickly, (2) de- 
Oe . eee Wilmington, Dela. a : weleping 9 waltemniy gesd pisterments bet 
A 2 c Washington, D. C 52. Emery, Bird, Thayer Co. Kansas City, Mo. eS ll See eee Bristol, Tenn. tern, (3) making each man pay off in higher 
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” 33. Goodman’s Dept. Store 62. The Band Box......... Union, N. J. 93. Frederick & Nelson, Inc. . . Seattle, Wash. 
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Advances Barnhouse 


Richard L. Barnhouse, southern 
division milk sales manager, has 
been named to the newly created 
post of merchandising director of 
Golden State Co., San Francisco. 
H. S. Tuthill Jr. has been named 
to succeed Mr. Barnhouse as 
southern division milk sales man- 
ager. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented rationally 
by Burn-Sa 


th Co Inc 


Sandura Launches Its 

Largest Spring Campaign 
Sandura Co., Philadelphia, man- 

ufacturer of Sandran plastic floor 

covering and Sandura Wall, 

launched its largest spring adver- 

tising campaign on b. 27, with 


the mailing of a colorful broad- ' 


side to the trade. This will be fol- 
lowed by a full-color, full-page ad 
in the March issue of Ladies’ Home 
Journal, Similar insertions will ap- 
pear in the April issue of Better 
Homes & Gardens; the May issue 
of Good Housekeeping and Ladies’ 
Home Journal, and the June issue 
of Better Homes & Gardens. 

A retail and merchandising pro- 
gram is being offered to dealers. 
John Falkner Arndt & Co., Phila- 
delphia, is the agency. 


‘i 
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ine DIRECT SELLING LEGION - 


50,000 STRONG! 


Greatest Single Organized Force sa 


" MULTLBILLION. DOLLAR MARKET + Founded and Sponsored by 


SPECIALTY SALESMAN MAGAZINE 


wRiTe TODAY FOR FACTS + Rm. 812, 307 N. Michigan, Chicago | 


e THE AMERICAN Management 
Association has recently concluded 
its annual mid-winter personnel 
conference in Chicago. The senti- 
ment among those who roamed 
the austere canyons of the Palmer 
House was that it was one of its 
best conclaves, if not the best of 
all. The dominant theme of the 
meeting was employer-employe 
communication, and properly so. 

The AMA, for the benefit of 
those not too familiar with it, is 
the shirtsleeves management group 
of the country. It is staffed with 
realists, and the delegates to its 
conferences are those who have 
vacated the firing line for a few 
days to swap views with their fel- 
lows. They have no truck with the 
cloying upper level philosophies 


Employe Communications 
How to Win Friends Among Your Workers 


By Rosert NEwcoMB and Marc SAMMONS 


about the preservation of the abun- 
dant life; they want to get down 
to cases and find out what’s to be 
done about it. The top brass com- 
mentator who prattles about free 
enterprise wouldn’t have a chance 
with this mob, so the AMA doesn’t 
invite such people to its platforms. 

One of the many good talks at 
the conference was given by Cloud 
Wampler, president of Carrier 
Corp. He waved aside any dis- 
cussion of the assorted menaces to 
our freedoms, on the basis that the 
people he was talking to were well 
aware of them. He disposed of the 
gigantic Sell America campaigns 
in a few short sentences, remark- 
ing that “the job has to be done 
right in our own backyards, and 
along our own main streets. It is 


Which? . . 


SuccessFuL FarminG subscribers are the 
. have the best land, largest 
investments in buildings, livestock and - 
know their business better, | 4 : 
improve methods and practice steadily . 
produce top yields, prices, profits. The 
almost-a-million SF subscribers, in the fifteen 
Heart states alone, easily average 50% more 
than the US farm average. And ten years 
of unprecedented prosperity have given them 
billions in savings—to spend for anything 
that betters their business or living! . . 
medium reaches them as comprehensively, 
gets more attention and confidence, is better 
read and relied on—than SuccessFruL 
Farinc! For the data on today’s best 
business opportunities, call any SF office! 
SuccessFuL FarminG, Des Moines, New 
York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles, 


country’s best .. 


machinery... 


Agricultural 
implement! 


- Both! Meals mean more to 
farm families than to city people, because 
outdoor work requires a heavier food intake 
.. Farm families are larger, too, sometime 
include a hired man or two.. 
maker and toaster may get more use from 
the Successrut Farmine family in a single 
day—than in a normal week in a city home. 
Since the majority have wired homes, 
and high incomes... need and want every 
mechanical aid that saves steps and labor, 
adds comfort or convenience . . . these SF 
subscribers represent by all odds the best 
market for appliances, major or minor. And 
SF represents the best advertising medium! 


. So the coffee 


.No 


me 
o 
o 
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a personal job, a company job ang 
a community job, and not one that 
can be done at the federal or eveq 
at the state level.” 

Mr. Wampler put his finger op 
the major weakness of manages 
ment’s communication with ems 


'| ployes. If some of the framed testis 


monials to business success which 
adorn company walls around the 
country could be replaced by Mp 
Wampler’s direct, one-sentencg 
formula, business would be a Ig 
better off. He said: “One obvioug 
basic requirement for an effeg 
tive [communications] system # 
that the chief executive of the 
company should formulate a defjz 
nite policy and make this know 
to all members of the organizas 
tion.” 

The Carrier employe communes 
ications plan involves a number 
of factors: 

1. Placing line responsibility for 
communications with every super 
visor with respect to his unit. 

2. Assigning definite staff re. 
sponsibility for constantly watch- 
ing the effectiveness of the plan. 
(This responsibility at Carrier ig 
shared by the personnel and pub- 
lic relations departments.) 

3. Keeping executives informed 
so that they will have the neces- 
sary information to pass along to 
their subordinates. 

4. Giving a sympathetic ear and 
an open mind to information com- 
ing up the line, so that such a flow 
will be encouraged. 

5. Continuous training of man- 
agement people in the importance 
of good communications as a basi¢ 
fundamental in sound personnel 
relations. 

There was only one trouble with 
the Wampler talk: It wasn’t heard 
by enough of the top brass. It was 


‘heard largely by those who wished 


that it had been. 


CBS Promotes James Melick 


James V. Melick has been named 
executive assistant to the manage- 
ment of CBS, Hollywood. He will 
work directly with Howard Meig- 
han and Harry Ackerman, vice- 
presidents; A. E. Joscelyn, direc- 
tor of operations; Merle Jones, 
manager of KNX and the Colum- 
bia Pacific Network, and Kenneth 
Yourd. Mr. Melick also will be in 
charge of fiscal affairs and con- 
sultant and adviser to John Min- 
kowsky, who is in charge of ac- 
counting, auditing and purchasing. 
Mr. Melick has been with the net- 
work for 18 years. 


‘Collier's’ Increases Rates 


Effective Sept. 2, 1950, Collier's 
will increase its advertising and 
circulation rates. The new ad rate 
for a b&w page will be $8,600 as 
compared with the present rate of 
$8,000. The circulation rate base 
will be increased from 2,800,000 
to 3,000,000. 


Names Tom Sullivan Jr. 

Tom Sullivan Jr. has been ap- 
pointed vice-president and _busi- 
ness manager of International Con- 
fectioner, published by Sullivat 
Business Publications, New York. 
He succeeds John B. Mulligan, who 
has resigned. 
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If you have | YOUNG | 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
with [YOUNG] ideas... 


sBuY COSMOPOLITAN 


America’s Most Exciting Magazine 
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N EW Subscription Order Form... 
‘Please enter immediately my subscription to 
‘Advertising Age for 


(J One Year at $2.00 [7] Two Years at $5.00 [] Three Years at $6.00 
(1 Payment enclosed [7] Bill me later [7 Bill my firm 


Title. 


Zone__State. 


ADVERTISING AGE * 100 EAST OHIO STREET - CHICAGO 11, ILLINOIS 
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ADVERTISING AGE 


has again hit a new hig 
in paid subscriptions to 
advertising agency 


executives. 


No wonder that 
ADVERTISING AGE has won 
every preference study among 
advertising agencies made in 


the past ten years. 
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WHAT’S GOING ON? 


New Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 
BACON’S CLIPPING BUREAU 
BUSINESS * FARM * GENERAL 
pAPERS JR PAPERS PR MAGAZINES 


343 So. Dearborn St, Chicago 4 


Bis PK in agen é. et oh Mie a ee ee 


Ayer Again Sponsors Exhibit 
of Newspaper Typography 
Publishers of English-language 
dailies in the United States have 
been invited to enter issues of their 
papers in the 20th annual exhibi- 
tion of newspaper typography, 
sponsored by N. W. Ayer & Son, 
Philadelphia. The F. Wayland 
Ayer Cup will be awarded to the 
newspaper considered best in ty- 
pography, presswork and makeup. 
Three certificates of award will be 
given in each of three classifica- 
tions: Papers of more than 50,000 
circulation; papers of between 10,- 
000 and 50,000, and papers of less 
than 10,000. A certificate of award 


MORE LOCAL AND REGIONAL ADVERTISERS — 
_ SPEND MORE MONEY TO SELL MORE GOODS ~ 
ON WCON THAN ON ANY OTHER ATLANTA STATION 


will be given for tabloids regard- 
less of circulation. 

This week (March 5) has been 
selected by the sponsor as the pe- 
riod from which the exhibition is- 
sues will be drawn. The exact date 
will be chosen by lot after the 
selection period has ended. 


Hanley Appoints Gross 


James Hanley Co., Providence 
brewer, has appointed Julian Gross 
Advertising Agency, Hartford, to 
handle advertising and public rela- 
tions and act as consultant on mer- 
chandising and repackaging plans. 
About $150,000 will be spent in the 
next six months on radio, televi- 
sion, outdoor and newspaper adver- 
tising for Hanley beer and ale. 


Stanley Names Lohmeyer 


Charles L. Lohmeyer has been 
appointed assistant sales manager 
of the Stanley tool division of the 
Stanley Works, New Britain, Conn. 
He will be associated with Ken 
Freedell, sales manager. 


WasHINGTON—The Federal Re- 
serve Board reports that depart- 
ment store sales for the week end- 
ing Feb. 18 were 1% above those 
a year ago. 

This gain can be chalked up to 
the “credit” of those Philadelphia 
transit workers who struck for a 
short time a year ago; the Quaker 
City’s sales gain of 81% over the 
same week last year easily ac- 
counts for the 1% difference for 
the U. S. as a whole. 

Elsewhere, gains were reported 
for most cities in the Far West, 
Southwest and South. San Antonio 
had a 19% sales gain for the week; 
Portland, Ore., was up 17%; Se- 


attle 15%, and Atlanta 13%. 


than in cattle!” 


...and BUY! 


Dodge City’s businessmen watch every new develop- 
ment as closely as farmers and ranchers themselves. 
New crops or methods mean new demands and mar- 
kets. And if you ask businessmen how they keep up 
on what's going on in their trade territory, you'll get 
the same answer almost every time: “We read Kansas 
Farmer!—because it’s the magazine farmers and ranch- 
ers read...and because it sticks to Kansas problems!” 


So when you're looking for a way to cover Kansas, 
remember the unequalled prestige of Kansas Farmer. 
You get an audience that is willing to listen... believe 


THE BUSINESS PAPER OF KANSAS FARMERS 


Kansas Farmer, Editorial and Business Office, Topeka, Kansas 
Published by Capper Publications, largest agricultural 


press in the world. 


... is a pretty big jump,” says Ward Perkins, Sec- 
retary’ of the Dodge City Chamber of Commerce. “But 
today the open range produces more in cash crops 


“When so many of our cus- 
fomers are reading Kansas 
Farmer— we know it’s good 
business for us to read it, 
tool” says W. Glenn Muncy, 
President of Dodge City’s 
Chamber of Commerce. 


There are 4,359 loyal 
Kansas Farmer sub- 
scribers in the Dodge 
City trade territory. 


Advertising Age, March 6, ‘ighg 


DEPARTMENT STORE 
SALES INDEX 


“1935.39 EQUALS 100 


Week to Feb. 18, ’50*..p230 
Week to Feb. 19, ’49*....228 
Week to Feb. 21, ’48*....249 
Week to Feb. 16, ’47*....209 
Week to Feb. 11, ’50*....238 
Week to Feb. 12, ’49*....238 


pPreliminary. 
*Not adjusted seasonally. 


beans ee ee 


e 


Most cities reported losses, how- | 
ever. Springfield, Mass., was off 


| 18%, the greatest decline reported, 7 


% Change from 

Previous Year 

Weeks Ending 

Federal Reserve Feb. = Feb, 
District and City 

UNITED STATES ........... 

Bosten District 

New Haven . 

Boston .......... 

Springfield .. 

Providence .. 

New York Dis 

Newark 


Syracuse . lai 
Philadelphia District . oven 
Philadelphia ............. a... 
Cleveland District . 
AKION csceees. 
Cincinnati .... 
Cleveland 
oo 
Toledo ... 
Erie a 
Pittsburgh . 


Washington .... 

Baltimore ............. 
Atlanta District 

Birmingham 


Atlanta 
New Orleans 
Nashville ............... 
Chicago District 
| =n 
Indianapolis 


ee 
St. Louis District 
Little Rock 
Louisville . 


1 
2 ee oe 


SeoubbblldlusuwodtdtLidiis cocabsot 


GT —2 0 
10 
8 
16 
1 
rH 
2 
—7 
--9 
—8 
—I 
—15 
1 
2 
r4 
—-1 6 
14 19 
San Francisco District .. 0 6 5 
Los Angeles Area ........ 3 o —3 
Oakland ............. 1 4 
San Francisco 10 5 
Portland .......... 18 17 
Salt Lake City 16 8 
RI EE 8 15 
r—Revised 
*Data not available. 
Marshall Field Net Oft 


Sharply as Sales Decline 

Net income of Marshall Field & 
Co. was $8,658,000 in 1949, off 
sharply from $11,234,000 in 1948, 
according to the annual report. 
Net sales declined 7.5% from 
$224,547,000 in 1948 to $207,803,- 
000 last year, but retail store sales 
were only 5% below the 1948 level. 

The manufacturing division, 
Fieldcrest Mills, saw sales vol- 
ume decline 35% in the first six 
months of 1949, but in the second 
half they were only 10% below the 
previous year, and net income of 
the division for the year was $574,- 
000. Total sales in 1949 were also 
slightly below the 1947 total of 
$211,400,000, but still well over 
twice the 1940 figure of $90,000,000. 


Tracy, Kent Names Budd 

Hudson Budd, formerly with the 
New York Sun and president of 
Budd Ltd., has been appointed di- 
rector of merchandising of Tracy, 
Kent & Co., New York. 


Always Dependable Quality and Service 


Os ae 
ENGRAVING COMPANY 


ST. JOSEPH, MICH. 


208 S. STATE ST. 
PHOTO ENGRAVING - ART -COPY-LAYOUT 


A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 
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LARGEST 
OISPLAY 
VOLUME 


OF ALL 


There could be no better testimonial of confi- 
dence from advertisers and agency executives! 


A PRESSE 


Head Office: Montreal, Canada Toronto Office : S. L. Rees, Manager 


U.S. Representatives: Shannon & Associates, Inc. 
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ANPA Approves 
New Corporate 
Form for BofA 


New YorK—The board of direc- 
tors of American Newspaper Pub- 
lishers Association has approved 
plans of the Bureau of Advertising 
to incorporate as a non-profit 
membership corporation under the 
laws of New York. 

The bureau’s plans for incor- 
poration would make it an auton- 
omous body, wholly separate from 
ANPA. Its corporate name, as 
authorized by ANPA, will be “Bu- 
reau of Advertising of the Amer- 
ican Newspaper Publishers Asso- 
ciation Inc.” 

It is expected that the program 
for incorporation will be completed 
by the time the bureau has its 
annual meeting in April. The ap- 
proval action of the ANPA board 
will be submitted for ratification 
by its membership on April 27. 

Incorporation of the bureau has 
been under consideration for sev- 
eral years, with counsel for both 
the bureau and ANPA recommend- 
ing the move as in the best inter- 
ests of each group. 


ws Originally formed as a compo- 
nent part of ANPA, the bureau 
soon found it necessary to accept 
persons and business organizations, 
not eligible for ANPA member- 
ship, as bureau members. The 
change was made to permit the 
bureau to function better as a 
prompting agency for the greater 
use of newspaper advertising. 

Virtually free of ANPA control 
for some time, the bureau now be- 
comes legally autonomous through 
its incorporation, ANPA was re- 
tained in the corporate title since 
it was felt that the use of a new 
name, after 35 years, would ham- 
per the bureau’s program. 


Helene Curtis Starts Drive 


Helene Curtis Industries, Chi- 
cago, has launched a full-color 
campaign to promote beauty salons 
and the new Helene Curtis Flexa- 
Wave professional permanent. Pub- 
lications to be used include: Exper- 
iences, Harper’s Bazaar, Intimate 
Romances, Movie Life, Movie Stars 
Parade, Personal Romances, Photo- 
play, Radio & Television Mirror, 
True Love Stories, True Romances, 
Vogue and Woman’s Home Com- 
panion. Gordon Best Co., Chicago, 
is the newly appointed agency for 
Helene Curtis (AA, Feb. 20). 


Ross Agency Incorporates 


Ellsworth Ross Advertising 
Agency, Los Angeles, has been in- 
corporated under the name of Ells- 
worth Ross Inc. and has moved 
its offices to larger quarters in the 
Wilshire Center Bldg., 3719 Wil- 
shire Blvd. 


Our sample cases 
house some pretty 
BIG names 


The Veritone Co., 2701 Lehmann Court 


Motorola's Consolidated Net 
Sales Totaled $81,803,357 


Motorola Inc., Chicago, reports 
that for the year ended Dec. 31, 
1949, consolidated net sales totaled 
$81,803,357. Net earnings for the 
period totaled $5,280,196. Compara- 
tive figures for 1948 are not avail- 
able since all financial information 
for prior years was sr pr for the 
parent company, otorola Inc., 
alone. 

Paul V. Galvin, president, said 
that the last quarter of 1949 ac- 


tire year’s sales in television. He 
also sdid the sales for the first 
quarter of 1950 will more than 
double sales volume of $15,200,000 
obtained for the corresponding per- 
iod in 1949. Motorola car radio 
sales are expected to be 50% 
greater than last year. 


Names DeMunn & McGuiness 


Farm-Rite Implement Co., Chi- 
cago, has appointed DeMunn & Mc- 
Guiness Inc., Chicago, to direct its 


Globe Hoist Names Leidy V. P. 


Argus Leidy, export manager 
and advertising manager, has been 
named vice-president in charge of 
export sales of Globe Hoist Co., 
Philadelphia. He also will continue 
as advertising and sales promotion 
manager of Globe products. 


Ford Appoints Four 

John L. Rose has been named as- 
sistant to Charles E. Carll, direc- 
tor of public relations of Ford Mo- 
tor Co., Dearborn. Mr. Rose was 


hide easy 


Advertising Age, March 6, 


bureau. Leggett Brown has qf ‘Fortt 
appointed to succeed Mr, 5 NIA/ 
Jack W. Clarke, regional » 
relations manager for Ford For 
Chicago, has returned to Pes Fortu 
born to take charge of the Forgg feren' 
vision’s public relations. =" 
this | 


Stephens Adds TV Course Ange 


Pas 

Stephens College, Columb ing c 
Mo., will add a television — peare 
beginning with the 1950-5] a jliust 


term. The television program and t 
be headed by Dr. Hale Aames shots 


counted for about 45% of the en-! publications will be used 


advertising. Farm papers and trade 


formerly manager of the Ford news! head of the radio department 


Chicago 14 EAstgate 7-8885 
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Stupid 


Can We Be 


about arms... and the Germans? 


There is a growing alarm in this country at the saber- 
rattling of the puppet army set up by the Russians in 
Eastern Germany. 


There is a growing belief here that if the Russians move 
out of the eastern zone . . . or seem to. . . we must move 
out of the west. And that when we go, we must leave 
behind a western German army to face its Russian-spon- 
sored counterpart. 


Are we letting Russia push us into another stupid 
blunder? 


The critical problem of re-arming an old enemy to 
fight a new one calls for a longer, closer look than our 
correspondents are giving us. And that long, close look 
comes from Telford Taylor, former Brigadier General in 
the Army of the United States, in this month’s Harper’s. 

From his vantage point as wartime intelligence officer 
and chief prosecutor at Nuremberg, he coldly analyses a 
very hot issue. 

Are we, perhaps, the victims of the disease of double- 
think? Mr. Taylor is sure of it. 


What makes us think the time is 
ripe to democratize the Wehrmacht? 


Must we invoke the spirits we are sworn to exorcise? 


The plan of our military experts calls for a “limited” 
re-arming. We are to create an army with no general 
staff—no tanks—no airplanes. It is to be strong enough to 
impress the Russians, yet weak enough to calm the fears 
of the French. It is to be mighty when marching east, but 
weak if it marches west. It is to have defensive power 
without an armaments industry . . . fighting force with- 
out leadership or a cause. 


What assurance do we have that it will fight? 


If Russia and America set up two German armies, like 
cocks in a pit . . . the birds may refuse to battle. The 
western Germans might even embrace a communism 
they fear rather than wage civil war to defend a democ- 
racy they still don’t understand. 


What, then, are we to do? General Taylor has some 
positive proposals. He believes one American division 
on the zonal border will do more than a dozen German 
divisions to stop the Russians, for the only fear they have 
is fear of immediate war with the United States and its 
allies. He sees an opportunity for us to get off the horns 
of a dilemma and leave the Russians hanging there. 
Whether or not you agree with his conclusions, what he 
says is important because it can put American thinking 
into clearer focus. 
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; ‘Fortune’ Will Report 


NIAA Annual Conference 


For the third consecutive year, 
Fortune will report the annual con~- 
ference of the National Industrial 
Advertisers Association to be held 
this year June 28-July 1 in Los 
Angeles. 

Past editions of the annual meet- 
ing coverage by Fortune have ap- 

ared in two sections—one an 
iliustrated record of proceedings, 
and the other a kit of candid snap- 
shots for members’ photograph al- 
bums. Phil Williams of Fortune’s 


advertising sales staff will again 
head the publication’s conference 
activities. 


Appoints Bastord Co. 


The Association of American 
Soap & Glycerine Producers Inc. 
has named G. M. Basford Co., New 
York, as public relations counsel. 


Hotpoint Names Westtall 


George W. Westfall has been ap- 
pointed manager of market re- 
search of Hotpoint Inc., Chicago. 


CBS, World Video 
Open Contest for 
College TV Writers 


New Yorxk—Columbia Broad- 
casting System and World Video 
are making a joint search for 
bright, fresh writing talent for 
television. They are concentrating 
on college and university students, 
who have been invited to compete 
in a series of four spring contests. 


Announcements have been sent 
to English and drama departments 
of the 1,800 accredited colleges 
and universities in the U. S. Un- 
dergraduate and graduate students 
18 years old or over are eligible to 
enter. Entry blanks and scripts— 
they must be original TV dramas 
(not adaptations), which have 
never been on the air or published 
—should be mailed to Director, 


CBS Awards, Headquarters: 15 
East 47th St., New York. 
The first competition closes 


—_— 


This kind of clarification of big issues has been one of 
the main functions of Harper’s magazine for a full cen- 
tury. The men who understand the times and can foresee 
coming events . . . the informed and the clear-headed . . . 
have always sought the influential audiences of Harper’s. 

It was in Harper’s in 1891 that the celebrated corre- 
spondent Henri de Blowitz foretold with great precision 
the European war that broke out twenty-three years later. 

It was in Harper’s in the 1890's that Admiral Mahan 
set forth the hotly disputed ideas on naval power that 
became classic strategy the world over. 

It was here, too, in 1933 that Leon Trotsky —of all 
people—offered what proved later to be a singularly acute 


analysis of Hitler’s program. 


And it was in Harper’s in 1939 that the Balkan expert, 
Henry C. Wolfe, suggested Stalin might team up with 
Hitler — which he did a few months later. 

Today, as new, critical decisions await us, Harper’s is 
still the forum where men with foresight, clarity and 
grasp can set down viewpoint and fact for the people 


willing to think. 


In Harper’s they speak to the intelligent men and 
women who are the real leaders of our time . . . the peo- 
ple who write, edit, speak, preach, manage and govern 
... the “dealers in ideas” whose authoritative voices pass 
opinions along swiftly, at the local level. 


Can an army be strong 
when marching East 
.- weak if it 
marches West? 


If you would like a copy of the March 
issue containing Telford Taylor's arti- 
cle, ARMS AND THE GERMANS, write us. 


Harp 


Bie aha ee Mee Le 


ers makes opinion 


49 EAST 33rp STREET, NEW YORK 16, N. Y. 


kssue 


their own contribution 


Write us fer details. 


Harper's 


Centennial 


in October 1950 


is taking exciting shape, as 
REBECCA WEST, ELMER DAVIS 
and many other distinguished 
writers prepare a fresh and 
meaningful perspective of a 
turbulent century. In this 
memorable issue, many of today’s 


leaders of industry will review 


to America’s coming of age, 
and present important plans 
for the expanding years ahead. 
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March 20; other closings follow at 
monthly intervals. The prize-win- 
ning script will merit a $500 
award if one hour in length, and 
$250 if a half hour long. 

Henry S. White, president of 
World Video, one of TV’s pioneer 
producers, explained that the con- 
test is designed to develop new | 
writers and alleviate ‘the scarcity 
of good scripters. 


| 
Geyer Adds Penberthy | 


Geyer, Newell & Ganger, New 
York, has added Philip E. Pen- 
berthy, formerly a sales repre- 
sentative for Greenwich Home Ap- 
———. Co., to its research depart- 
ment. 


Lewis Joins Moore & Hamm 


Stephen P. Lewis, formerly with 
Deutsch & Shea, has joined Moore 
& Hamm, New York, as an ac- 
count executive. 


Caples Names Powers V. P. 
Donald J. Powers, manager of 
the Chicago office, has been 
named vice-president in charge 
of the Chicago office of Caples Co. 


keeping 
my means of 

By with the development of 
equipment for ha 
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t of the 
AM | know your paper . 


every bit as valuable 
is now.” 


Men with authority to buy—transportation | 
men on whom your salesmen call regularly 
plus a great multitude of buying influences 
that salesmen can never get to see—in the 
railroads, motor transport companies, bus | 
and street railways, taxicab and airline com- 
panies, barge and steamship line, and in the 
privately owned truck fleets. 
TSN's effective market coverage and TSN’s 
easy-to-read, easy-to-reply-to format, proves 
month after month, in the form of sales 
producing inquiries, the dollar value of 
your Transportation Supply News adver- 
tising. TSN’s 45,000 CCA circulation— 
100,000 monthly readers—assures you com- 
plete coverage of individual segments of 
the transportation industry—railroads, mo- 
tor transport companies, and the like, as 
well as assuring you blanket coverage of 
the entire transportation market. 
Now in its fifth year, TSN’s 400% adver- 
tising increase in 1949 over 1948 is tangible 
proof of the results advertisers get with 
TSN ... and only tabloid transportation 
publication. 
Plan now to run a series of test advertise- | 
ments or begin a regular sales campaign in 
TSN. Write today for your copy of latest 
data on TSN and the transportation market. 
Your 3 or 6 time test schedule in TSN 
will convince you best.’ Start it with the | 
next issue—forms close 10th of month of } 
date of issue. 

TSN is offilicted with the Traffic World, o 


$20 a yeor ABC transportation news weekly, 
founded {mn 1907. 


Transportation 
Supply News 
418 S. MARKET ST., CHICAGO 7, ILL. 


New York 17-122 East 42nd St. 
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Now Combined to Give 
the South Its Greatest 
Farm Magazine! 


CIRCULATION KEYED CLOSER TO STATE DISTRIBUTION OF 
SOUTHERN FARM INCOME THAN ANY OTHER PUBLICATION 


FARM and RANCH - SOUTHERN AGRICULTURIST keeps its circulation 
in better balance with Southern farm income distribution than any other 
Southwide farm magazine. It follows the new pattern of farm income in 
direct proportion to the market values ..in direct proportion to the South’s 
ability to buy! 


Ree ain Mime Rate ie ok Regie gs 


Look at the map, and you'll see .. state by state throughout the vast South- 
wide market, FARM and RANCH - SOUTHERN AGRICULTURIST per- 
centage of circulation is in direct ratio to each state’s share of farm income. 
No circulation where it is not needed.. concentrated circulation 
wherever the most dollars are spent. 


This undisputed leadership in circulation Southwide— Southeast — and 
Southwest, coupled with increased editorial strength and influence, gives 
advertisers the most complete and effective coverage ever available in the 
up-and-coming South. 
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CIRCULATION LEADERSHIP. © PLUS CIRCULATION QUALITY + PLUS EDITORIAL INFLUENCE + EQUALS | 
THE BEST ADVERTISING BUY IN AMERICA TO COVER THE GREAT SOUTHWIDE MARKET! | 
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THE NEW FARM aad RANCH 
-SOUTHERN AGRICULTURIST 


IVES YOU PYZOVALUES IN 


Stronger Editorial Coverage 
With a combined and augmented staff plus 
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BY FAR IN. 
THE SOUTH: 


Re Ty pe 
aa “Sy 


fe 36 exclusive contributing editors and special 
st , writers 
See for yourself how FARM Better Printing and Color 
and RANCH - SOUTHERN : New type faces, larger type size, improved 
AGRICULTURIST goes e art and production 
where the dollars are. Check a @ Outstanding Savings in Production Costs 
oF its percentage of circulation ony Standard farm magazine size — one 
IN with the percentage of farm a plate for both editions 
+ income, state by state — and ‘ if @ Outstanding Savings in 
you'll see why it’s the key aaa Space Costs 
n ; farm magazine, keyed to 3 Less cost per 1,000 readers 
r : Southern buying power. 3% than any other Southwide WEST VIRGINIA ee ae 
pa farm magazine 1.4 oy 
n : : 1.2 VIRGINIA 
s KENTUCKY 16,403 5.5 
: 7.1 4.5 
: a 5.5 62,772 al 
x - 76,177 
e 3 NORTH CAROLINA 
: ; < ginseeneen TENNESSEE 9.3 
, é 8.6 6.1 10.6 
7.3 
. | Bis: Pe sae”) "eas 101,288 
" Brae 7.0 
96,990 
ALAB. 
| MISSISSIPPI = esenen 
" 6.7 7.3 a6 
6.7 101,766 acme 
LOUISIANA 92,590 “i 
4.4 
44 
60,326 ! 
CIRCULATION GUARANTE 
Southwide ae | TOTAL NET PAID CIRCULATION : 
_- 1,275,000 &§ TR ts PE Biers 
Eastern Edition Western Edition ~ SOUTHWIDE —$ om | 
900,000 375,000 |  (iiianedead 
ee Rates and these guarantees were based on 
mi’. __ early projections of combined circulation FARM and RANCH PUBLISHING CO - 
a. _ after estimated duplication was. |) | 4" 
az deducted. See panel below mapinus | NASHVILLE, TENN. * DALLAS, TEXAS 


Offices in Nashville * Dallas * Atlanta * Chicago * New York * Los Angeles * Sanfrancisco * Seattle 
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Looking for the Trade Mark she is proud of — 
Emamentr on LviRy PIECE OF OVUM Curl MASS 


Torsone, Omio. 


THe Limmey Gass CO. 


1900-STYLE—The Libbey glass trademark 
is played up in this ad which appeared 
in the May, 1900, issue of McClure’s Mag- 
azine. The Libbey Glass division of Ow- 
ens-Illinois Glass Co., Toledo, has sched- 
vled a 50% budget increase for 1950, 
with the major share going to national 
magazines. 


Sylvania Schedules 
Ads for Bulbs and 
Fluorescent Lamps 


New York—Sylvania Electric 
Products Inc. is launching two 
campaigns in consumer magazines 
and business papers on its electric 
light bulbs and its fluorescent 
lamps and fixtures, through Cecil 
& Presbrey. 

The fluorescent campaign, which 
broke Feb. 25 in Business Week 
and is expected to continue for the 
remainder of the year, will use 
half pages in color in Collier’s and 
The Saturday Evening Post. 

In addition, pages and fractional 
pages will be used in the following 
business papers: Architectural 
Forum, Chain Store Age, Contrac- 
tor’s Electrical Equipment, Elec- 
trical Construction & Maintenance, 
Electrical World, Factory Manage- 
ment & Maintenance, Institutions, 
Lighting & Lamps, Mill & Factory, 
Progressive Architecture, Qualified 
Contractor, Retailing Daily, School 
Executive ‘and Women’s Wear 
Daily. a 

The light bulb campaign, con- 
centrated in April and October, 
will use fractional pages in Better 
Homes & Gardens, Good House- 
keeping and The Saturday Eve- 


CREATORS and PRODUCERS 


SLIDE FILMS 


*® Full 
Color 35 mm 
*® Black SLIDES 
and White 
“Individualized'’ service customed to 
your most cting requi t 
FILM 
SLIDES 
Masters made from your original art- 
work—aond duplicati Completely av- 
tomatic precess- 
ing equipment. Quantity 
DUPLICATIONS 
Any Size Transparency 
in Any Quantity 
We specialize in quantity production 
for the trade. Prompt, courteous atten. 
tion. 
SLIDE 
MOUNTING 
Glass or Readymounts 
Special film services—lab or studio— 
for every film requirement, each budget- 
wise. 
CUSTOM MADE 
%& Free Service COLOR PRINTS 
List 110 on Wash Off Reliet— 
request Carbro 


OVER 50,000,000 SLIDES PRODUCED 


CINEQUE Colorfilm LABORATORIES 


424 EAST 89th ST. N.Y.C. SAcramento 2-4894 
CHICAGO: 30 W. WASHINGTON + Fin. 6-2250 
NEW YORK: 18 EAST 42nd ST. + VAn. 6-2900 


ning Post, in addition to business 
papers in the chain store, drug, 
electrical, grocery and hardware 
fields. 

Dealers’ aid materials and dis- 
plays will be made available to 
retailers. 


Troiel Names Ad Fried 


Troiel Companies, Berkeley, Cal., 
manufacturer of ply hole covers 
and concrete ie forms, has ap- 
pointed Ad ried Advertising 
Agency, Oakland, to handle its ac- 


count. First advertising, in Con- 
structioneer, Contractors & Engi- 
neers Monthly and Engineering 
News Record, will be extended 
later to other construction publi- 
cations. 


To Start New Publication 


Heating Publishers Inc., New 
York, in June will start publishing 
Gas Heat, a new monthly covering 
sales, installation and service of 
gas heating units for manufactured, 
natural and liquified petroleum 
gases. 


Ad Council Starts Bi-Monthly TV Bulletins 


New York—The Advertising 
Council has released the first of 
its bi-monthly television bulletins. 
Forwarded to advertisers, agencies, 
networks, stations and program 
producers, these folders provide 
information on public service cam- 
paigns. 

Listed as featured projects in 
the March-April bulletin are the 
1950 Red Cross Fund Drive, Amer- 
ican Economic System, 1950 Cen- 
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sus, Better Schools and CARE 
The council specifically indicates 
the type of material available fo, 
each of these campaigns. Aids pro. fj 
vided include films, slides, mats Bist 
and scripts. _ 

This latest council service is ay 
innovation of its radio-television 
committee, headed by Stuart Peg. 
body, assistant vice-president of 
Borden Co. 


For Readers Who Are Exacting — 
For Readers Who Want the Facts in Perspective — 


IN THE 
FEB. 28th 


“Reporter 


COVERS THE UNITED STATES AND THE WORLD 


The Reporter is a magazine for adults; it counts 
upon the intelligence of its readers. It does not 
write down. It does not present snippets of infor- 
mation rewritten from the newspapers and proc- 
essed through an editorial assembly-line. The Re- 
porter is not an organ of predictable opinion to 
flatter opinions already formed. 


The Reporter is devoted to facts and ideas — 
important, durable, worth-remembering facts and 
ideas that will help solve the pressing problems of 
our times. It is interested in facts that affect the 
relations of the people of the United States to one 
another and the relations of the United States to 
other countries. The Reporter selects its subjects 
for their importance to our national life, covers 
them scrupulously, reports them fearlessly, and pre- 
sents them in the focus of our national interest. 
Working from the facts, without prefabricated 
theories, The Reporter forms judgments on the 
policies that further our national interest. 


This is why in the short time since its establish- 
ment last April The Reporter has attracted a na- 
tional readership which includes leaders in business, 
government, journalism, and the professions, men 
and women from every walk of life who want ideas 


Is Fascism in Latin America 


Read six related articles on 


Dictatorship in the Americas and the 
editorial, Fascism in our Neighborhood. 


Why must we change our thinking 


about our relations with 
Latin America? 
Read Our Best Cash Customer. 


How did staid New England respond 
to the new wave of U. S. revivalism? 
Read How Beulah-Land Came to Boston. 


Why are more and more women get- 
ting high political offices in the U.S.? 


Read Queen of the Democrats. 


The Reporter is 25¢ a copy on newsstands, $5 a year by mail, Max Ascoli, Editor & Publisher 


unlocking the door to eae anid 


n how to dea 


that will make them think and information that 
they can trust. 


This is why, too, The Reporter has received such 
compliments as the following: 


“The Reporter is a ‘must’... . The manner in which The 
Reporter approaches a given subject from a variety of 
— is something new and exciting in periodical jour- 
nalism.”—Chet Huntley, C.B.S. news commentator. 


“The Reporter promises to fill an im t place in the 
consideration of our governmental policy and to be one of 
the most distinguished journals of our day.”—Rep. Jacob 
K. Jarvis, Committee Foreign Affairs, House of Represen- 
tatives. 


“I think it is excellent and I congratulate you on the fine 
job you are doing.” —Philip Young, Dean of the Graduate 
School of Business, Columbia University. 


“In a time when sound, clear, and cogent thinking is so 
badly needed on the issues of the day, The Reporter has 
come forward and offered us a regular, balanced diet of 
it.”——Bernard J. Shiel, D.D., Auxiliary Bishop of Chicago. 


“Those of us who have read it are unanimous in the belief 
that you have started something both worthwhile and 
needed in the magazine field.”—Col. Herman Beukema, 
U. S. Military Academy, West Point. 


“The coverage of the most important issues of the moment 
is decidedly comprehensive.” —Sumner Welles, former Sec- 
retary of State. 


Will a reform mayor run a new 
machine in Louisiana? 
Read Morrison of New Orleans. 


Who is the mysterious “Turk’’ West- 


erling of the latest revolt in 
Indonesia? 
Read Freebooters in Indonesia. 


How is Playboy Bao Dai faring as the 


democratic leader in Viet Nam? 
Read Viet Nam — Roadblock to 


Communism. 


What does 18th Century Jonathan 


Americans? 
Read A Puritan Message for Moderns. 


Edwards have to say to 20th Century 


The 
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/ ‘Toast and 
uts’ Take Honors 


“Texaco Star Theater,” “Toast 
the Town” (Lincoln-Mercury) 
“Godfrey’s Talent Scouts” 
ipton’s) remained 1-2-3 tele- 
sion favorites in New York and 
jadelphia in the week ending 
_ 7, according to American 
arch Bureau, Washington. 

Ratings based on viewer dia- 
4c in a cross-section of 500 
es in each city gave “Star 
ter” 68.2% in New York and 


73.7% in Philadelphia; “Toast” 
54.7% in New York and 60% in 
Philadelphia, and “Talent Scouts” 
54.7% in New York and 59.2% 
in Philadelphia. 


Auburn Shank to Huguenin 


Auburn Shank Co., Auburn, N. 
Y., has placed its advertising with 
Huguenin Co., Auburn. A cam- 
paign will be launched for Au- 
burn visors and door canopies. 
Trade publications, supplemented 
by direct mail and local newspa- 
pers, will be used. 


Straus Sells FM 
Station to Group 
Headed by Joseloff 


New York—WMCA-FM will be- 
come Station WIFE when its new 
owners take over, if the station 
transfer is approved by the Fed- 
eral Communications Commission. 

Nathan Straus, who dropped 
plans for closing the station some 
time ago, when an unidentified 


group indicated an interest in buy- 
ing it, has sold the FM outlet to 
WYOU Inc. for $7,500. Stanley 
Joseloff, president of Storecast 
Corp. of America, is president of 
the purchasing company, which 
will continue to maintain studios 
and transmitter at 122 East 42nd 
St. 

Until the transfer is approved, 
the station will duplicate WMCA’s 
programs from 3 to 9 p.m., EST. 

Mr. Joseloff’s primary interest 
in the station arises from his de- 
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with the Russians 


“Reporter 


of facts and ideas 


A fortnightly 


i. Ky 


Let’s Talk Death 


What language can we talk to the 
Russians? The men responsible for 
our foreign policy loathe the idea of 
sitting down with them again to 
negotiate on atomic control, inter- 
national disarmament, peace with 
Germany and Japan—anything 
that has been or may become .a 
subject for Russian-American dis- 
cussion. The U. S. representatives 
remember only too well what has 
happened over and over again since 
1945. Their ears are still ringing 
with Vishinsky’s’ nerve-wracking 
tirades. They still suffer the agony 
of the minutes, the hours, and the 
days of unendurable listening. 


There is no use talking democ- 
racy to the Russians: They mean 
“‘people’s democracy.” There is no 
use discussing peace with them: 
They do not stand by the pacts they 
sign. Everything we say they dis- 
tort; every mote they find in our 
eye they denounce as a gigantic 
beam. Spare us the torture of an- 
other try, our leaders say. 


W ho can blame them? And at the 
same time who can blame the mil- 
lions of people in our country and 
in every country who want to have 
at least one more try, for the hydro- 
gen bomb may be ready any time, 


and when it is, anything may set it 
off. As Senator McMahon has put 
it, as practically every man and 
woman in the world puts it, “What 
are we going to do about it?” 


One thing is certain: The Rus- 
sians, as well as we, belong to the 
human breed. So far Lysenko has 
not produced any radical variation 
from the type of creature that, ac- 
cording to the Bible, God made in 
His own image. They have another 
thing in common with us: They, 
as well as we, hate death. 


Moreover, an atomic war would 
almost certainly destroy what the 
Communist leaders are most an- 
xious to capture—us and all our 
productive equipment. Actually, as 
the people who know constantly tell 
us, the release of a fairly large 
number of man-made chunks of 
sun would render the earth unfit 
for any form of life. Stalin, the 
man who fathered the theory of 
“socialism in one country,” is cer- 
tainly aware of the fact that an 
atomic war would lead to the death 
of one planet. 


On this awareness we can rely— 
not on any common ideal, nor on 
any Russian signature. An anti- 
suicide compact—just that—is im- 
perative for the Russians as well as 


ourselves. Let’s call it ‘““The Ani- 
mal Compact.” 


The Russians are engaged in an 
experiment to reduce man to an 
automaton and his thinking to the 
playing of phonograph records. For 
our part, we cherish freedom and 


NOW ON NEWSSTANDS 


cannot live without it. The Rus- 
sians are not interested in freedom, 
but they are interested in food and 
tractors. They know they must 
reach a high national standard of 
living if they are to verify the 
Marxist-Leninist-Stalinist doctrine. 
Our system can provide human 
beings with better food, better 
lodgings, better living conditions, 
than all the Russian Five Year 
Plans. Our system constantly grows 
and changes; it is inventive and 
creative. When it works well, it 
makes men free. Because of the 
superiority that freedom gives us, 
it is up to us to take the initiative 
in removing the threat of planetary 
death and in helping all the people 
of the world—at least those who 
want to be helped—raise their 
standard of living. 


Let’s not talk peace or world 
government to the Russians—just 
death and the standard of living. 
It is not a ransom of fifty or a 
thousand billion dollars, that can 
save us and the rest of the human 
race, but the determination to use 
all the know-how and the heart we 
have to shake off this universal 
fright and show human beings all 
over the world that life can be 
made worth living. 


In the meantime, it would be 
advisable to eliminate all contacts 
with the Russians that lead only 
to exasperating friction and waste 
of time. Let’s talk to them only 
about the barest facts of death and 
life. They can catch up with us 
in manufacturing bombs, but in im- 
proving the conditions of life we 
have a head start on them that 
they will never overcome. 


sire to use it to beam commercials 
to supermarket chains in New 
Jersey and Westchester County. 
Storecast’s clients list more than 
125 products, which are advertised 
in 500 supermarkets in southern 
New England, Pittsburgh, Phila- 
delphia and Chicago. The company 
has been eyeing the New York 
metropolitan area for several 
months. 


White Abolishes Ad Unit 


White Motor Co., Cleveland, has 
abolished its advertising depart- 
ment and transferred some func- 
tions to a new sales promotion de- 
partment headed by Roy A. Fryer. 
George A. Scragg, for 10 years 
White's advertising director, will 
divide his time between White and 
his own sales promotion agency. 
wis eeregs oy peer to handle 

ite’s dealer ai ro 
Feb. 27). oe 


Ad-Wit Moves Offices 


Ad-Wit Inc., Indianapolis, direct 
_ Thee: ~ has moved to 
oom in the Transportati 
Bldg., 213 E. South St. abl 


HOW TO GET 
AHEAD IN 
ADVERTISING 


Your success in advertising de 
largely on your ability to ik 
ideas—your ability to use your imag- 
ination—your creative power. 

YOUR CREATIVE POWER’ is the 
title of a new book, written by a famous 
advertising man, and just published by 
Scribners. The author is Alex Osborn 
—the “Osborn” of Batten, Barton, 
Durstine and Osborn—one of America’s 
largest advertising agencies. 

this new volume, Mr. Osborn has 
condensed into a few hours of utterly 
fascinating reading his 40 years’ suc- 
= experience in advertising and 
se 1 


How to Think Up Advertising Ideas 


Here are just a few of the things thi 
book tells you: ha ae 


> How some famous ideas were born 
> How to think up ideas 

> How to recognize good ideas 

> How to present your ideas to others 
> How to win advancement 

ae * so develop creative power in 


> The 10 habits that kill ideas 
> The 10 habits that breed ideas 
> How a single idea made $5,000,000 


What Well-Known People Say 


‘Richard C. Borden, national! 
sales consultant—‘The most valuable book 
im my library.” 

Arthur C. Nielsen, President of world’s 
ee research organization—‘I defy any 
- rene ig ay or it without wish- 

ou n ‘ore stoppi 
either food or sleep.” f oes 

Raymond Rubicam, Founder of Yo 
and Rubicam—"If I had had a chance te 
read it when I was 22, I might have used 
my working time much more creatively.” 


Dr. Henry C. Link, author and chol- 
ogist—“Best possible kind of deol on how 
to achieve creativeness.” 

G. Lynn Sumner, President, G. Lynn 
Sumner Co.—“The best book on creative 
thinking I have ever read.” 

Many who read this book want to GIVE 
it. Elizabeth Arden sent 110 copies to 
friends in the retail trade. A manufac- 
turer sent a copy to each of his 38 field 
representatives. H. J. Heinz Company, 
hag 2 Mutual Life, Standard Oil of 
Ohio, Champion Spark Plug, Ward Bak- 
ing, are among the companies which have 
given copies to all their executives. 


Read it 10 Days Free 


No matter whether you are a copy- 
writer, artist, student, or advertising ex- 
ecutive, the publishers are so certain that 
this new volume (41 chapters, 355 pages) 
will be of great value to you that wd 
make this offer: Read the book for 10 
days without cost or obligation. If you 
are not delighted, simply return the book 
and OWE NOTHING. 


SCRIBNERS 


Charles Scribner's Sons, Dept. 143 
597 Fifth Ave., New York 17, N. Y. 


Please send me YOUR CREATIVE POWER 
for 10 days’ FREE examination. Within 
that time I will remit $3.00 plus a few 
cents mailing charges, or return the book. 


Name. 


I cneeritnitinntictcsacnecinanartminnianmaidmainali 


SAVE! If you enclose payment, publisher 
y mailing char, return 


privilege. 
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In 1949 the Journal-American set @ 
all-time record for drug store § 
advertising in New York* 


The Journal-American carried more Drug Store advertising 
(including cosmetics, lotions and toilet articles) than all other 
New York evening newspapers combined. 


Y The Journal-American carried more Drug Store advertising than 
all New York morning newspapers combined. 


The Journal-American carried more General Toilet Requisite 
Linage (National) than all other New York evening papers 
combined. 


The Journal-American gain in General Toilet Requisite Linage 


was greater than any other New York newspaper. 
* Source: Media Records 
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3 A HEARST NEWSPAPER 
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sic ig one of many” 
Gervice-Ads in the — 
49-1950 CONSUMER o 
MARKETS. twas 
featured in our = 
advertisements in| 
Advertising Agency. 
Broadcasting, — 
Editor & Publisher, 
Printers Ink, 
Sales Management 
Sponser, Tell, 
Western Advertising. — 


ert erent 
ote 


ns, hee 


News for Every Advertiser 


ise 


‘Wee TOP 1S MAGALING Co Toe MEWESTANOS OF AMmMMN A! 


Section 


everybody 
who buys space or 
depends on 


Any important buyer of space or spot radio time 
will confirm the statement made by a well-known 
media and markets executive who says: “We use 
STANDARD RATE & DATA all the time. Every- 
one in the media-buying operation is dependent 
on SRDS.” 

SRDS brings those who sell space and time to- 
gether with those who buy . . . when those who 
buy are looking for market and media informa- 
tion, and nothing else. 

Every month media Service-Ads like those il- 
lustrated on this page, and scores of others, are 
cashing in on this unduplicated feature of SRDS. 

These Service-Ads supplement and expand me- 


Tee Prem con ond teen gone mien 
tested con crnge oh the tag. rah. lint teeving (ewe 
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‘This Serviee-Ad 
from SRDS Con- aad 
sumer Magazines — ‘a 


: featured in a SRDS. 
advertisement 
in Tide, 


The National Aythority Serving the Media Buying Function 
. Walter & Borthof, Publisher . 

- $33 NORTH MICHIGAN AVENUE; CHICAGO 1, 

* NEWOYORK * LOS ANGELES 


INDEPENDENTS, 
LOCAL & CORPORATE CHAINS, 
WHOLESALERS, BROKERS, 


_ all Reod 
The 
GROCER 


Circulation — 76,467 


61,195 terge volume independents 
‘4 Sheed on tm 
vind 


e bame of vet 


; the yout 0908 
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160 lecel chain stores ee 
” The PROGRESSIVE GROCER je 
gues 10 indevedgsl sone manager 


5,462 whelesaters ond 
Feery general line grocery shele 
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was featured in our 
° @dvertisements in 
’ Advertising Agency. — 
Editer & Publisher, 


This Service-Ad trom 
SHDS. Business Publica- 
them Section was fea- nd 
E., tured im our advertise- 
ment in Prinfers’ Ink. It 
reminds buyers that such 
eds contain useful infor- 
 sietion that supplements 
_ SRDS listings. 


This Service-Ad trom 
SRDS Radic Section was 
featured in our adver- 
ments in Advertising — 
_ Agency, Broadcasting — 
and Sponsor. a 


Here are five examples 
of Service-Ads from SRDS. 
Each ran near its listing 
where buyers of media 
look for information when 
they’re considering 
individual markets or 
media. 

SRDS featured each of 
these Service-Ads in trade 
paper advertising 

it's running to remind 
buyers that here is another 
source of useful 
media information. 


‘Western Advertising. 


time 


dia listings in SRDS. They give additional infor- 
mation that sells by helping buyers buy. 

They present essential elements of their stories 
whenever agencies and advertisers are comparing 
opportunities in their fields and considering which 
media to use... or settling differences of opinion 
about markets and media . . . or revising lists and 
schedules . . . or otherwise deciding where and in 
what to invest their advertising dollars. 

Ask any SRDS representative, or write the near- 
est SRDS office, for the detailed story of how 
Service-Ads perform space and time selling op- 
erations that can be performed in no other way 
as effectively or at as low a cost. 


ERVICE 


{LLINOIS. 


RDS 


That's why SRDS has unique values as a media advertising medium. 


FOUR POINTS that make SRDS 
a good, economical media ad- 
vertising medium, different from 
any other: 


L. SRDS does not just “reach” buyers. Buy- 


ers reach for it. 


2. In SRDS you do not seek to interest 
buyers in your media information. Here, buy- 
ers SEEK information about your medium. 


» 4 SRDS covers no counter display special- 
ists; few retail store advertising people. Na- 
tional buyers of space and time only are the 
regular users of SRDS (media buyers, ad- 
vertising managers, account executives) —the 
people most concerned with market and me- 
dia selection. 


4 IN SRDS you need not divert promotion 
dollars to costly artwork; nor waste space 
on attention-getting devices. Buyers want use- 
ful information in these pages, arranged in 
simple, orderly fashion, to help them buy 
wisely, without wasting time. You can RE- 
PEAT your Service-Ad in SRDS indefinitely 
—so long as the information in it is up-to-date 
and reliable. 


2 aids to media selling 


The SPOT RADIO PROMOTION 
HANDBOOK and the BUSINESS 
PAPER PROMOTION HAND- 
BOOK are designed to help you in- 
crease time or space sales and to 
reduce sales costs. Each deals with 
all the major media-selling tools— 
salesmen, direct mail, publication 
advertising, and discusses which 
parts of the media selling job each 
tool can perform most effectively 
and economically. Copies are avail- 
able from SRDS now at $1 each. 
Other Handbooks in this series will 
be announced as they are completed. 
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Advertising Age, March 6, 1950 


PHOTOGRAPHIC REVIEW 


‘ : ee 


2222?—Eleanor and Jeanne Fulstone, the 

20-year-old University of Nevada coeds 

who won the All-American Toni Twin 

sweepstakes, are featured in a page in 

the March 6 issue of Life, a spread in the 

April issue of Seventeen, and in all of 
Toni’s May magazine ads. 


OF THE WEEK 


ICE IN TUCSON—Admiring a swan carved by Chris Maurer (left), host at Rancho 

de las Lomas, near Tucson, where the Tucson Adclub held a party, are Mrs. Guy 

Thackeray, secretary of the club, and Ade Abbott, ad manager of the Martin Drug 
Co. chain, and club president. 


How much does: a vice-president cost ? 


Few than yon rough? think 


Then dotw't mean he comes cheap. For 
esgmnple, the average: oneal °Uilr-bone 
per” of cur Geperal Muy vp. aleee ae 


cone ac fate aroand $26,080 


Crood thames... and they're worth every 


We rely an these experienced top mea wo 
vary the heaw pexposehilay of running 4 
mepant that provider 12,008 joie abs 
whe h have comtaathy kop: tragproving. Tesed 
wage last pear were $499 mrlison. 

‘They wear out the praduetion jprablems 
dad the heddaches of feepang mics up. of 
curwing § probe ant paying o far rer co 
the Connpany's 13,000 wackhuldert whe het 


ne 


wear recvived $1 tu dividewds fur every 8 re 
eereed by employees 


These execu are all epeetahint: in the it 
reypective Beles af sales, accounting, plow 
crngincering, gram, miller end reewarch, to 
gene but a few. Alawet all of darn have 
cor up rough the ranks, begeniwag at the 
fruition) os otfier boys, clerks, or pail hands, 


Wha f we were to fee ll of them we 
morro, and pats they pay aregad to the 
other employees? tt wawld amount w lew 
thaw $1.52 2 week per person. 

No, se're counting of our vier-persidents 
to cerate vaare pubs for the future, anw and 
beterr produce, and iarreased services fr 
our comomer. That way, we can all mene 


forward toward bevter livisig confident that 
the bert & yet te come, § we all heap an working 
tmgeter, 


pee sas oR 


% 


wim THe wcomparane CEL-U-TONE Fmusn 


Se RO SEYRET TE 


&, as Mme. Schiaparelti well knows, Congress Cards make 1 
differonce! Guests appreciate the smoother “slip” and lasting 
snap.” The secret isan exclusive, nercly improved CEL-U- (ONE + 

finish. Avid beyond all other cards there's hucury in their jewel- 

like designs... . in the silver and golden gleam of their edges, 

- “— ‘ 


zines to work up an ad. While searching, my imagination just 
runs amock...then presto! a theme. From there on, no holds 
are barred.” It all started one evening when Mrs. Porter was out 
and Mr. Porter was “too tired to read... too bored with Crime 
Photographer....just barely alert enough not to go to bed 
early.” His “art” is purely scissors and paste—no hand work. 


PRIVATE HORROR COLLECTION—Roger N. Porter, copy chief 
of Cummings, Brand & McPherson, Rockford, Ill., advertising 
Sgency, concocted this “advertising montage” by putting to- 
gether bits and pieces of entirely unrelated ads. “Though 
nothing particularly constructive comes. of this hobby of ad-as- 
sembly,” he says, “it takes loads of searching through mago- 


ae 


COST OF A V.P.—General Mills’ vice-presidents take home about $26,000 annually 
after taxes, and are worth every cent of their cost, says this unusual ad which 
broke in The Saturday Evening Post last week. (Story on Page 22.) 


PLAN NEW BOND DRIVE—At a one day conference on newspaper participation in 

the Independence savings bond drive scheduled for May 15-July 4 are: Secretary 

of the Treasury John W. Snyder; Frederick N. Lowe, pr ti ger, Norfolk 

Ledger-Dispatch; Raoul Blumberg, pr ti ger, Washington Post; and Leon 
J. Markham, national sales director of the U.S. Savings Bond Division. 


Sa 
Los 


ene 


DESIGN WINNERS—First place winners in Variety Merchandiser’s 14th annual var- 

iety packaging awards competition on display with other entries March 8 at the 

Hotel Statler in New York are: (1) Bristol-Myers’ Mum deodorant; (2) Talon Inc.'s 

Seam-Thin slide fastener; (3) Autoyre Co.’s bathroom fixtures; (4) Banner Plastics 

Corp.’s Wobbly Choo-Choo train; and (5) the Paas Easter egg decorating kit made 
by Paas Dye Co. 
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Oneida Contest Aims 
at Budding Models; 
Dailies Scheduled 


Oneipa, N. Y.—Oneida Ltd. will 
kick off a special “talent search” 
campaign late this month with 96 
newspapers scheduled across the 
country to supplement its regular 
list of ten national magazines. 

The talent search, in the form of 
a contest for pretty girls who want 
modeling careers, seeks four new 
models to pose for Community sil- 
verware illustrations by Jon Whit- 
comb, commercial artist. The con- 
test will open through jewelry 
dealers on March 22 and will close 
May 1. 

Contestants will be invited to 
visit local jewelers and register a 
photograph in accordance with 
contest information disseminated 
through announcement ads. 

Ads will be captioned, “Are You 
the Girl Jon Whitcomb’s Looking 
For?” 


s The four winners will be given 
an expense paid, week-long trip 
to New York, a modeling fee of 
$100 a day for three days, the orig- 
inal Whitcomb painting and $190 
for incidental expenses. The four 
girls selected will be taken from 
each of four population groups: 
towns of less than 25,000; towns 
of between 25,000 and 100,000; be- 
tween 100,000 and 500,000, and 
from cities of more than 500,000. 

Late March and April issues of 
the following magazines will pro- 
mote the contest: Charm, Cosmo- 
politan, Glamour, Household, La- 
dies’ Home Journal, Life, Look, 
Mademoiselle, McCall’s and Red- 
book. 

Batten, Barton, Durstine & Os- 
born handles the account. 


Separates Ad, PR Department 


Miller Brewing Co., Milwaukee, 
has separated its advertising and 
public relations department be- 
cause of increased activity in each 
field. Roy J. Bernier, who has been 


manager of the combined depart-. 


ment, will now head the public 
relations department. Vernon S. 

ullen Jr., formerly advertising 
and sales promotion manager of 
National Enameling & Stamping 
Co., Milwaukee, has been ap- 
pointed head of the brewery’s ad- 
vertising department. 


Alcoa Names Kambach A. M. 


M. Russell Kambach, assistant 
advertising manager, has been ap- 
pointed advertising manager of 
Aluminum Co. of America, Pitts- 
burgh. Jay M. Sharp, in the ad- 
vertising department, has been 
named to succeed Mr. Kambach. 


Diversey Corp. Boosts Jones 


R. K. Jones, sales manager of 
the Enoz department of Diversey 
Corp., Chicago, has been appointed 
head of the department. He suc- 
ceeds D. R. Swift, who has re- 
signed to enter business for him- 
self in Dallas. 


ideas... Read 


COSMOPOLITAN 


If you're selling people 


with ideas... 
suY COSMOPOLITAN 


America’s: Most Exciting Magazire 


Orchard Joins ‘Buy-Lines’ 


Frank Orchard, formerly with 
Collier’s, has been named national 
sales manager of “Buy-Lines by 
Nancy Sasser.” Raymond F. Dien- 
stl, formerly with Chain Store Age, 
has joined the New York sales staff 
of “Buy-Lines.” 


Gets Furniture Account 


Platt-Forbes, New York, has 
been named to handle the adver- 
tising of Howe Fold Furniture Inc., 
manufacturer of an institutional 
and retail line of folding tables. 


ee ee 


Joins ‘Progressive Farmer’ 


Frank S. Green, formerly pro- 
duction manager and art director 
of Sparrow Advertising Agency, 
Birmingham, has joined the Pro- 
gressive Farmer as merchandising 
and sales promotion manager. 


Englander to Acme Cotton 


Joseph Englander, formerly 
chairman of Golden Fleece Cotton 
Corp. and Federated Mills, has 
been appointed sales manager of 
—_ Cotton Products Co., New 

ork. 


Pushes New Saltine Package 


Megowan-Educator Food Co., 
Lowell, Mass., which recently in- 
troduced a new package, called 
Inner-Crisper, for Educator Salt- 
ines in Washington, has now 
started distribution throughout 
New England. The new package, 
a double-cellophane bag inside a 
cardboard package, was invented 
by Salerno-Megowan Biscuit Co., 
Chicago, an affiliate of Megowan- 
Educator Food Co. The promo- 
tion will be the largest in the his- 
tory of Megowan-Educator. Saltine 
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advertising will ap in news- 
pers in New England and New 
ork, with radio scheduled 
throughout New England and tele. 
vision spots in Boston. John C, 
Dowd Inc., Boston, handles the 
account. 


WIKB to Air Tiger Games 

The broadcasts of the Detroit 
Tiger games, sponsored by Goebe] 
Brewing Co., Detroit, will be car- 
ried over WJKB, Detroit, instead 
of WXYZ, Detroit, as was re. 
ported in the Feb. 27 issue of Ap. 
VERTISING AGE. 
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Adds Doehler-Jarvis 
Doehler-Jarvis Corp., New York, 
ucer and finisher of die cast- 
ings, has named Fred Wittner Ad- 
yertising, New York. Business pa- 
pers will be scheduled. The account 
formerly was placed direct. 


Scott Names Finnerty 


Scott Paper Co., Chester, Pa., 
has appointed Joseph N. Finnerty, 
formerly a member of the adver- 
tising department, as assistant sales 
promotion manager. Mr. Finnerty 
has been with Scott since 1934. 


Orr Gets 2 Accounts 


Linton’s Friendly Restaurants, 
Philadelphia, has named W. Wal- 
lace Orr Inc., Philadelphia, to 
handle advertising on television, 
radio, and in newspapers. The 
agency has also been selected by 

onarch Mfg. Works, Philadelphia, 
to handle advertising in business 
papers. 


Hahnel Joins Zimmer-Keller 


Eugene S. Hahnel has been ap- 
pointed a copywriter of Zimmer- 
Keller, Detroit agency. 


Rigi Land 


Howard Starts Own Business 


Al Howard, formerly vice-presi- 
dent and sales manager of Dis- 
play Corp., has formed his own 
company, Howard Displays, in 
Wheaton, Ill. The new company 
will specialize in supplying creative 
cardboard, permanent and semi- 
permanent merchandising displays 
to national advertisers. 


Sullivan Drops Account 


Daniel F. Sullivan Co., Boston, 
has resigned the account of Davis 
Bros. Fisheries Inc. 


Gallup Poll Claimed 
Correct in Britain 


New YorkK—Last week the 
American Institute of Public Opin- 
ion pointed out that it had pre- 
dicted the tight British election 
with “great accuracy.” 

Many of the lessons learned in 
the U.S. presidential election of 
1948 were applied, the institute 
said, and pointed out that it had 
correctly called four elections in 


—_—_—_ 


IF YOU WANT TO SELL to business and in- 

dustry today, you’ ve got to draw a bead on the 

heart of your target—the relatively few men, 
in specific jobs, who need your products or services. 
Your advertising must cultivate the right people in the | 
right places, the people who can buy your product, not 
those who have no interest in it and can’t conceivably 
use it. 


BUSINESS MAGAZINES—designed and edited for 
specific buying influences—serve a function in selling 
that parallels the use of special machinery in manu- 
facturing. They provide a maximum concentration of 
fire power ‘‘on target.” 


BUSINESSMEN READ BUSINESS MAGAZINES 
»hecause they need to know the latest news about prod- 

up Bnd, processes, about costs and competition and 
_ tomorrow’s/trends—the raw materials out of which 

“they mike the decisions that enable business to pros- 
*% per. From ho other single source can they get as com- 
"plete and important a collection of information devoted 
_aexclusively to business. 


When youfwant to put information about your pred- 
' ices before businessmen, tell them about it 
gazines devoted to their business. Your 
Hill man can show you why businessmen are 
for this opportunity of keeping up-to-date 
on business. He can demonstrate how, with the proper 
ion of business magazines, you can hit the heart 
markets with economy in cost. 
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This new 20-page McGraw-Hill book- 
let is designed to help you determine 
the answers to: 


© Can | hit my markets with business magazines? 
®@ Do they go te the people | have to sell? 
© Are business magazines really read? 


@ Will advertising in business magazines pay 
off for me? 


fb 


for your copy of “Mechanizing Your Sales 
with Business Paper Advertising”! 


CATIONS 


0 


YOUR 
McGRAW-HILL MAN 


s ? 2 8 Oa? 9 N 


330 WEST 42nd STREET, NEW YORK 18, N. Y 
* 


Every McGraw-Hill Magazine is a Member of, 
or is Qualifying for Membership in, The Audit 
Bureau of Circulations, 
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the past eight months. ; 
These are the poll and election 

figures: i 
Final Poll Election 


Labor 45.0% 46.2% 
Conservatives 43.5% 43.4% 
Liberals 10.5% 9.2% | 
Others 1.0% 1.2% 


The Gallup organization recalls 
that the British election was the 
517th in “the history of scientific 
polling,” which has had an over-all 
average error of slightly less than | 
four percentage points. 


Becomes Erwin Dinion & Co. 


Dinion & DuBrowin Inc., New 
York agency, has changed its name 
to Erwin Dinion & Co. There has 
been no change in ownership. The 
agency has taken over additional 
space at 624 Maclison Ave. 


Harold Newton Resigns 


Harold J. Newton has resigned 
as vice-president and general sales 
manager of National Electric Prod- 
ucts Corp., Pittsburgh, because of 
poor health. 


Best Buy in 
~ SOUTHERN 


NEW ENGLAND 
~—WTIC 


BEST BUY ON 
wTic 


A long established, 
outstanding 


NEWSCAST 


SUNDAYS 
6:00 P.M. 


Call WEED & CO. 
for details, today 


PAUL W. MORENCY 
Vice President-General Manager 


WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 


WTIC’s 50,000 Watts 
Represented nationally by 
WEED & COMPANY 


MARKET 


WG 

' pomiNatTEecs ~~ .— 
THE PROSPEROUS & 
ee SOUTHERN mew ENCLaAm 
P / MARKET 2 


+ - @ 
news- aes 
duled 
d tele. 
hn C, 
es the eo, 
Detroit | | e 
s0ebe] Be 
 car- a 
nstead ae Ss | ae 
is Te- ie" 
J: es 
! ' | 
a een eee ee en el 
ee 
e 
7 
+ 
, ° 3 
* ‘| ee 
d # oe Ee 
: X, . ees ‘e ee 
| : ue : AK 
A e i | 
. w . “ 
- eo 2 
S As ech Bl ee 
~ I tae Pakae ey / 
| OB ee oe | P 
| ° | With Ales 4 ee 
J ® ‘ / Wi Sil 
| : f Bus, }/ ee = 
| f es, “yf! 
j e sit Tt ‘Sin af 4 
° ‘ofl 
i 7 , cs . ‘ wi, 
: AS ie dj : | ‘ 
ie ; . ae 
coe | . Eas 
$ ° ok 
& H ; © po : 
: - e ae a 
{ ye : : e 
a . 
, , a 
‘ ' ‘ ‘ 
e a 
el | hd - 
bi. . 
b | bd : ‘ 
1 ae 
; . 
ae ® 
d § e 
“sq fg al a 
hig e q 
bh e 
* . is rer = 
d - . ° 
Le ° 5 
‘\* “a PE i — bak 
. es i» - 
SAP ; “ 
; aor 5.20 hE 
; 
. ih, 4 ee ~ my 
: Ca ae | XU 
bak pia elo pment ay ated Bee iene ae tr eR = gees ea eae os, ee aoa yo fo ren ee ae ees 4 Bocas Eire 1 etn BR Re nla ay agit Se ss ie po er see ae gaa * é pees 


a i eee 


42 


No. 3534. New Consumer Panel 

Report. 

The American Home is cur- 
rently offering the 23rd of its 
“Reader-Consumer Panel Reports.” 
It includes newest market facts on 
frozen orange juice, plumbing fix- 
tures, paints and painting, dish- 
washers, kitchen cabinets, gar- 
bage cans, clotheslines, insurance, 
dinnerware, and an analysis of 
panel families. 


No. 3538. Survey of Clothing and 
Textiles in Canada. 

Canadian Home Journal offers 
anew “Survey of Clothing & Tex- 
tiles,” covering purchases of shoes, 
towels, yard goods, zippers, yarns, 
stockings, panties, slips, baby 
clothes, sleepers, shirts, home per- 
manents, etc. An index to addi- 
tional available studies is included. 


No. 3539. The $10,000,000,000 Negro 
Market. 

Pointing out that the American 
Negro has always been a quality 
buyer, and that his income is now 
at an all-time high level, Asso- 
ciated Publishers Inc. offers an ex- 
haustive study of 21 selected Negro 
markets, entitled “Concentration 
Hurdles Sales Barriers.” Special 
characteristics of each market are 
detailed, and many samples of spe- 
cial copy are included. 


No. 3540. How to Sell Building 
Products in the $500,000,000 
Hospital Construction Market. 
Based on a special study made 

by Thomas S. Holden, president, 

F. W. Dodge Corp., a new book 

entitled “What Is a Hospital Archi- 

tect?” is offered by Hospital Man- 
agement. Showing where respon- 
sibility lies for the specification of 


Information for Advertisers 


ment, the survey shows how the 
right buying influences can be 
reached at the right time in the 
right places—when plans are first 
being readied for the drafting 
board, and are still in process of 
development. 


No. 3541. Duluth as a Market. 


Pointing out that Duluth is by 
no means snow-bound throughout 
the year, and that it is second only 
to New York in tonnage shipped, 
the local chamber of commerce of- 
fers a brochure, “Industrial Du- 
luth,” covering both the market 
and manufacturing opportunities. 


No, 3542. Low Cost for Full Color. 
Perfex Corp. offers a new price- 
and-sample folder, “Full Color 
Even in Small Quantity Runs at 
Half Former Costs,” showing ap- 
plications of their 4-color method. 


No. 3544. Difference Livestock 
Makes in Buying Power. 


From time immemorial, livestock 
has been the differentiating factor 
between subsistence agriculture 
and farming-for-profit. “Take the 
Choice Cut,” a new brochure by 
the Breeder’s Gazette, shows how 
this applies today in America, and 
how to take advantage of it. 


No. 3547. How to Dramatize Your 
Anniversary. 


Dennison Mfg. Co. offers a new 
book, complete with samples, 
showing how to play up company 
anniversaries in and on everything 
from ads to shipping labels. En- 
titled “How to Make the Most of 
Your Anniversary,” it contains 
page after page of ideas and sug- 
gestions, all based on successful 


building supplies and fixed equip- 


experiences of other companies. 


Note: Inquiries for items listed above will not be serviced beyond April 17. 


VOUPON TO OBTAIN 


100 E. Ohio St., Chicago 11, Il, 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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CITY & ZONE STATE 


HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Harrison 17-2063 Chicago 
TOP-NOTCH ADVERTISING SALESMAN 
WANTED for promotion and shopper sell- 
ing in Lubbock, Texas, HALL & CO., AD- 
VERTISING, 1007-A 13th Street, Lubbock, 
Texas. 

OFFSET PRINTING SALESMAN 
If you are a go-getter who knows offset 
printing and production, here’s an excel- 
lent opportunity to earn five figures in 
a protected Chicago territory. Carefully 
qualified leads furnished. We're a pro- 
gressive, widely-known offset printing 
organization, ready to offer man who 
qualifies a liberal drawing account and 
commission. Write fully. 

Box 2993, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
CATALOG OR YEAR BOOK man to pro- 
duce editorial, directory, and advertising 
for established annual. Write fully. Na- 
tional Provisioner, 407 S. Dearborn, icago 

FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 

All types of positions for men and women. 
185 N. Wabash Fr-2-0115 Chicago 


EDITOR-must have trade paper experien- 
ce, know editorial layout and makeup, 
fluent writer. Prefer man who lives in 
South. Good o by apd for right man. 
Write, eine details of experience and 
background 

Box S007, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


OPPORTUNITY SEEKS 

AGENCY EXECUTIVE 
Small, well-established 4-A agency, south- 
wi s senior A.E. of partnership 
calibre, handle manag 
ties, present accounts, , new business. Must 
be congenial, versatile, industrious—good 
planner, » Producer. Smaller cli- 
ents limit financial future but oppor- 
tunities for real living unlimited. Suc- 
cessful applicant probably between 35,40. 
Replies confidential. Write fully to 

Box 3008, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED 
Young woman with layout & copy ex- 
perience for Retail and National Accts.— 
Attractive proposition. 
Nate Goldberg Advertising © camed 
412 Metropolitan Bidg. 
Flint, Michigan 


“ADVERTISING PRODUCTION MAN 
wanted who is interested in getting into 
printing sales, whose background and con- 
nections should prove of considerable val- 
ue in starting a selling career. We have 
letterpress, offset and rotary equipment 
to back up your sales efforts. Liberal 
drawing account against commissions. In 
this type of work there is a definite fu- 
ture. Richter McCall & Company, 14 
North Peoria Street, TAylor 9-2500. 

ART DIRECTOR WANTED 

Fast growing, medium-sized 4A Chicago 
agency needs man strong on small space 
layouts. Must know production, do some 
finished art, have flair for promotion and 
anxious to build himself a future in 
agency. Starting salary $6,000. Please send 
full details. Any material submitted will 
be returned. All replies strictly confiden- 
tial 


” Box 3013, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCED AGENCY PERSONNEL 
COPY . ART . PRODUCTION 
Ask for Elinor Kent 
TRIANGLE EMPLOYMENT AGENCY 
202 tate Har. 7-6520 


POSITIONS WANTED 
CONFIDENTIAL 
Now in comfortable top level rut—direct- 
ing millions in national billing for me- 
dium agency. Want more action in key 
spot for top agency only. $35,000 to start. 
Box 2947, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


THIS COPYWRITER 

USES A PICK AXE 
Digs hard, then writes common-sense copy. 
Strong in household goods, building mat- 
erials and financial-insurance ~ gg 
All media. Know type, copyftg., prod. 
With present agency 4 years; prior + 
years with Public Co. Univ. ad., early 
30’s, family man, vet. Prefer Upper Mid- 
west, Ad. Mgr. or asst. Salary demand 
moderate - at first 

x 3006, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST—ART DIRECTOR 
desires position with agency or manufac- 
turer. Crisp modern layouts, finished art. 
for newspaper, direct mail, catalog — 
packaging. Purchase type, plates 
strong on production. Experienced “print 
ing production all mediums. Age 

Box 3010, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ACE CREATIVE PROMOTION EXEC. 
Extensive background in Advertising, Sales 
Promotion, Publicity. New Product Ideas. 
Special project develop. Know publica- 
tions, public relations, agency field. Age 
34. $8,000 to $10,000. 

Box 3012, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Just Right— 
For a company that realizes advantage of 
tieing in sales and advertising program. 
Broad administrative background in high- 
ly technical fields enables sales details 
to be efficiently handled. Proven abil- 
ity for creative thinking, writing, and 
promulgating products’ sales and con- 
sumer advantages provides more effective 
sales and advertising program. Just write 
R. O. Day 49 Euclid Ave. Brooklyn, N. Y. 


AD MGR. OR AGCY COPY-CONTACT 
Thoroughly seasoned man. Able to plan 
programs, spark ideas, write lively, 
forceful selling copy. Can layout and pro- 
duce all types printed matter. Strong 
in direct mail. Personable, mature. 
yr. bacKground incl. ad. mgr. and agency 
copy-contact exp. Chicago preferred. 

Box 3014, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


BOB COLLINS 

IS AVAIL-ABLE 
Ad Mgr., Agcy acct. exec., successful sa- 
lesman nat. adv. media, Sunday news sup- 
plements, nat. mag., Buy-Lines, minute 
movies. Knows most nat. adv. execs. in 
Chi & midwest. 6 ft. 3°, 200 lbs., so old 
I forget, somewhere around 53 but Tru- 
man is 66 & Churchill 75. Write or phone 
my off., And 3-3022, 333 N. Mich., or 
home, 5531 N. Campbell, Lon 1-9567. You 
won't be disappointed. 


YOUNG AGENCY ue 
SEEKS CHANGE—FUTU 

Outstanding record of aaa exper- 
ience with national and regional food, 
home service, agricultural accounts. Now 
account-copy man with medium-sized 
agency but feels properly equipped with 
production, media, sales promotion, plan- 
ning and agency selling “know how” to 
© a real job in a bigger spot. College. Top 
references. Desire agency or nat’] adver- 
tiser connection in Midwest. Salary $4500. 

Box 3016, ADVERTISING AGE 

100 E. Ohio St., Chicago 11,Ill. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
DIRECT MAIL BUSINESS 
needs additional investment or time or 
both. Will consider sale or share with 

experienced individual. 

Box 3011, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

FREE LANCE LAYOUT ARTIST 
SEEKS SPACE DEAL 

in Chicago agency or studio. Near north 

preferred. Phone Delaware 7-5522. 


. 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
a copy ne — ny about twice 

as many inquiries from ADVERTIS- 
ING AGE as from another publication. 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a pre cog 4 of men 
at the decision-ma levels.” Cor- 
rect! That’s why your = coated copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


—CHICAGO ONLY— 

Layouts and some art direction. Creative, 
versatile with broad merchandising back- 
ground—seeking connection with medium- 
size agcy. Salary or free lance. 
Box 3005, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COMPETITIVE COPY 

BY “OLD TIME” WRITER 

If enough interest is indicated, one of 
the younger, top-rated, “‘old-time” crea- 
tive advertising writers is available. Ex- 
pert in the proved techniques of compet- 
itive advertising. Could “key” or write 
campaigns for agency or advertiser having 
copy troubles with young or near-young 
writers who have never until now had to 
prepare advertising for a hard selling job. 
Inquiries invited. You are probably fam- 
iliar with the writer's current and past 


campaigns. 
Box 3015, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


* WANTED 
COLORPRINT SALESMAN 


To sell an outstanding colorprint reproduction 
service to advertising agencies, industrial 
concerns, commercial photographers, printers, 
etc. This is a new development that makes 
available the finest quality photographic color 
reproductions at very low prices. Liberal com- 

missions on sales. Exclusive territories avail- 
able. When answering please state past ex- 
perience and give complete personal informa- 
tion. Also state territories now covered. We 
have no objection to your handling a non- 
competitive line. We have an outstanding 
product and we want real producers. All 
applications will be held in strict confidence. 


AD-COLOR PHOTO CORPORATION 
Arroyo Parkway 


Pasadena | , California 


Advertising Age, March 6, 1950 


David Elected Hires President 


Edward W. David, an official of 
Charles E. Hires Co., Philadel- 
phia, since 1920, and vice-presi- 
dent for the past 17 years, has 
been elected president of the com- 
pany. Charles E. Hires Jr. is chair. 
man of the board. 


‘Register’ Increases Price 


The Register, New Haven, Conn., 
has increased the price of its 
Sunday edition from 10¢ to 12% 
at newsstands and 13¢ when de. 
livered at home. 


EXCEPTIONAL OPPORTUNITY 
FOR RIGHT MAN IN 
ADVERTISING AGENCY 


Central western advertising 
agency, old established, well fi. 
nanced, adequately manned, 
highly respected and a money 
maker, looking for account ex- 
ecutive with or without ac- 
counts of his own. Must have 
long range outlook and real 
ability. Interest in business may 
be acquired, now or later, de- 
pending upon the man. Your 
reply will be held in the same 
confidence you expect. 


Box 7558, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


NEW YORK OFFICE 
OUT OF TOWN AGENCY 
NEEDS MAN 


Position open for man with sales 
promotion and production ex- 
perience — one who can create 
strong broadsides, portfolios and 
point of sale material — who 
knows and likes mechanical 
production follow - through. 
Write giving full background. 


Box 7557, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


SALESMAN WANTED 


Must have experience in space 
selling for established trade pa- 
pers. Good opportunity. State 
age, experience, salary and ref- 
erences. 


Box 7556, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Versatile Artist 


SEEKS CHICAGO SPOT WHERE 
TOP NOTCH WORK IS ALWAYS 
IN A HURRY 


Capably experienced in creative layout, 
package design & lettering. Young, ambi- 
tious, six years commercial work. Remunera- 
tion secondary to hard work and real oppor- 
tunity. Eager to supply samples and undergo 
any test you desire. 


ick phone and 
tell Bob Sery at Rodney 3-1960 


Wn) Pet eu 
Dn a few weeks thousands will read... 
“Switch to CALVERT” 


as MAXWELL pulls the Switch 
on a new SPECTACULAR in the heart of Newark, N.J. 


MR. ADVERTISER: Switch to MAXWELL SERVICE 
and thousands will read your message 


kd 


OuTDOOR 


ADVERTISING 


Magazine Wanted 


We have made a spectacular success 
selling the advertising space of the pub- 
lications we are privileged to serve. 

Space today must be sold; to sell it 
calls for experience ~ conta 

eve you a magazine of merit that 
does not now carry all the business it 
should from the West? 

Our headquarters is in Chicago, with 
po in other cities. Commission basis 
only. 


Box 7560, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


ere MAN—Position now open in 
ad dept. of leading midwest appliance manu- 
facturer. 
strong on copy, good layouts, general adver- 
tising procedure. Prefer young man recently 
out of school with advertising major. Include 
resumé, photo, salary required with complete 
application. Tell us why you might fit this 
job. Interviews later. Box 7555, Advertising 
Age, 100 E. Ohio St., Chicago Ii, i. 


Must like small-town (15,000) life; 


Ad 


3 
a 
f 
e 
s 
s 
I 
¢ 
I 
1 


——- -_—- =. 


ig pl 
= 
: i THULE ee 
a || THE ADVERTISING MARKET PLACGI | N 
ae ee | | RATES 75. per tine, minimum charge $3. Cash with order Figure bold face heads 
ne | n a rahe, Waa eae ea Ea a a Mee he 
oe Epsewbers 24d toe Nene. Copy sendins Thursday ncen, $4}: dave aoredion eto 
Ste My dcte Display clossitied odvertisements take cart rote. per column  Regy 
ee or cord 4 counts n multiple insertions ond spoce over §$ sches ‘apply on ditp 
are 
; or 
ee 
: Ch 
of 
. | enpndamibetiminsicteieiiemeen tol 
res 
ae ' Jr. 
athe the 
os ae co! 
nae 
iit ee 
ee 
rig 
rer 
aed : 
br 
ec 
. co 
in in 
rare fe) 
ihe anne Renn enemnenenieneenennneme 
pee ca 
4 | re 
ved to 
H 
th 
: fo 
. hited cc 
ee G 
Fk, % Pp 
ae 2 es | 
a 
cae a 
= ig I 
ane 
hee ee oa oO 
oo | a " 
LL a os PO ir 
a } {SCOTS PEEEREESELEOEESEREREETERESESEOSEEESESSEEEEESRESHSESEEEESEESEEESERESEOESEEEESEESEOESEESEREOROSEEEE EE SESEESOEEEOEES ER EEESEEESOORSOEOEOOOS | c 
n 
: 
ici | 
ny ; | | 
a j 
i, ee ae 
. bes pase: oy: 
es re Bh’ - : i 
Nats! ote a .. 2 
i gener ; . Y F = : e Vi 5 
; ste 8 ” “ }4 a 4 i tA 
pie ' a i By . aes 3 
cee. LL [a ya) pS 
cease Wes ae “ne i. ee ; = |, 
a8 ~_ : i oo ot STE STIR SI a 
yee nn eee oo * pe | | Ps WANTED 
ee Wa dimipgpee fe ~tumey A . , ‘ t 
ree geek | LE | By Ca The B.C. Maxwell Co. Trenton NJ Sain i 
ao oe a feces ; wfers “y! | pil: Sag : } rh a: 
| re. ak 
: i a. : ty * ee Es Ei BS) Fee a2 8 mek . 3 ag its er \. cee ® ie eee | int . - - By ‘ 
= c 7 ‘ @ue . “ _ bs ‘ At r . 5 | 
Ce aa ; : » 
or aN en hi pt anh sed Seopa ie Cathe aa on cierto RIS ORR 


No Big Changes 
at McGraw-Hill, 
Chevalier Says 


New YorK—“No major changes 
are contemplated either in policy 
or in executive personnel,” Willard 
Chevalier, executive vice-president 
of McGraw-Hill Publishing Co., 
told AA last week, following the 
resignation of James H. McGraw 
Jr., after 20 years as chairman of 
the board and president of the 
company, and the election of his 


Curtis McGraw James McGraw 


brother, Curtis W. McGraw, as ex- 
ecutive head of the publishing 
concern (AA, Feb. 27). 

“James H. McGraw Jr. is not 
incapacitated in any way,” Col. 
Chevalier said, “but he has been 
carrying a very heavy burden of 
responsibility during the past few 
years and decided that it was time 
to shift the load to other shoulders. 
He will still remain a director of 
the company and will be available 
for consultation and advice.” 

The executive officers of the 
company are now Curtis W. Mc- 
Graw, chairman and _ president; 
Willard Chevalier, executive vice- 
president, and Joseph A. Gerardi, 
secretary and treasurer. 

It is expected that Col. Chevalier 
also will head the McGraw-Hill 
International Corp., the subsidiary 
which publishes the company’s 
international publications. Eugene 
S. Duffield, senior vice-president 
of McGraw-Hill Publishing Co., is 
in charge of all domestic publica- 
tions. Curtis W. McGraw is chair- 
man, and Curtis G. Benjamin, pres- 
ident, of McGraw-Hill Baok Co., 
the subsidiary which publishes the 
company’s technical, text and busi- 
ness books. 


a Curtis McGraw has been associ- 
ated with the publishing business 
founded by his father since Nov- 
ember, 1920, when he joined the 
staff of the McGraw-Hill Book Co. 
Since 1944 he had also been vice- 
president and treasurer of the Mc- 
Graw-Hill Publishing Co. In 1948 
he was elected vice-chairman of 
the board. 

Following his graduation from 
Princeton University, where he 
was captain of the football team, 
he served overseas in World War I, 
retiring from the army with the 
rank of major. 

Active in a variety of outside 
affairs, he is currently serving his 
second term as president of the 
American Book Publishers’.Coun- 
cil. He is treasurer of the Princeton 
University Press, president of the 
board of trustees of Princeton 
Hospital, and a director of the 
First National Bank of Princeton. 


= Col. Chevalier has been a mem- 
ber of the McGraw-Hill staff since 
1922. He was a lieutenant colonel 
of engineers in World War I. With 
the publishing company he served 
in a number of editorial and man- 
agerial capacities, both with its 
technical and industrial publica- 
tions. He was elected a vice-presi- 
dent of the company in 1934, and 
four years later became publisher 
of Business Week. In 1944 he was 
appointed executive assistant to 
the president. 

Mr. Gerardi has been with Mc- 
Graw-Hill since 1929, first as at- 


torney and later as vice-president 
and secretary, to which positions 
has now been added that of treas- 
urer. 


Makes Combination Offer 


Noblitt-Sparks Industries, Co- 
lumbus, Ind., in the March issue 
of Ladies’ Home Journal is making 
a combination offer of its Arvin 
automatic toaster and a lazy susan 
for $22.95. The two are valued at 
$27.45. The lazy susan was designed 
jointly by Arvin division and In- 
diana Glass Co., Dunkirk, Ind. 


This is the first in a series of Ar- 
vin “Thrifty °50” promotions. 
Roche, Williams & Cleary, Chicago, 
is the agency. 


Bureau of Advertising 
Advances Bradt, Geerer 


Through error, the Feb. 17 issue 
of AA announced that Roy Bradt 
had been named western manager 
of the retail division of the Bu- 
reau of Advertising, American 
Newspaper Publishers Association. 

Mr. Bradt has been named Paci- 
fic Coast retail manager. Wes 


Geerer, who makes his headquar- 
ters in Chicago, has been named 
western manager. 


Royal Vacuum Names Hamala 

Edwin A. Hamala has been 
named to the sales executive staff 
of Royal Vacuum Cleaner Co., 
Cleveland. He was formerly with 
Beaumont & Hohman. 


Appoints Feigenbaum Agency 


Harry Feigenbaum Advertising 
Agency, Philadelphia, has been re- 
tained to handle the advertising 


‘ 


of Crescent Nut & Chocolate Cc 
Philadelphia, manufacturer of 

line of peanuts and peanut an 
mint products. 
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60% of all Hotel and Resort Ads 
ran in The Dallas News in 1949 


STORY: 


The Dallas Morning News is the only paper in Dallas featuring a 
year-round Travel and Resort Department, Sunday Travel and Resort 
section and the big Annual Southwestern Sports and Vacation Show. Our 
Travel Department started late in May ‘49 . . yet it helped over one 
thousand families plan summer vacations. Travel and resort advertisers 
in The Dallas News may have their folders and brochures distributed by 
our Information Service gratis. Proof of News’ leadership: 65% of all 
resort and hotel advertising in Dallas was carried by The News in 1949. 


More people buy 


The Dallas News.. 


more people read <gs The Dallas News 


than any other Dallas newspaper 
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CRESMER & WOODWARD, INC., Representatives: New York, Chicago, Detroit, San Francisco, Los Angeles 
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CUTS, ELECTROS 
MATS, ARTWORK 
PHOTOS, PROOFS 
5 ome > ETC. 


Dandy kraft ly Storage vertica/ files that enable 
to store a whale of a lot on little shelf space 
out stacking. Made in 9 convenient sizes 

1 in. to 1i x 14 in., 1, 2, and 3 in, deep. 
y indexed - contents labels or file numbers 
Iways in sight for instantaneous FINDING! 


4DY STORAGE FILE CO. {ties tor 
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Remington Rand Launches 
Campaign on Sales Control 


The management controls divi- 
sion, Remington Rand Inc., New 
York, has launched a campaign on 
a recently developed set of tools 
for management, termed “instru- 
ments of sales control.” Business 
papers, followed by a direct mail 
campaign, will be used. 

During March and April, Rem- 
ington will push its “Sight-Seller,” 
a ring book-binder equipped with 
acetate envelopes and an easel for 
support during sales presentations. 
Also during April, ads will pro- 
mote visible uud machine record 
systems for prospect control and 
sales control. Kardex Book-Fold 
Demonstrators, containing sales 
presentations on the sales control 
systems, will be issued to field 
salesmen during April. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Promises, Votes Don't Jibe, 
Congress ‘Record’ Shows 


WasHINGTON—Here’s a tip to 
citizens who are sincerely inter- 
ested in cutting government costs: 
Don’t judge your congressman by 
his speeches, judge him by his 
votes. And let him know you are 
against spending—even for pur- 
poses which are attractive to the 
local chamber of commerce, 
housewives, labor leaders or Amer- 
ican Legion post. 

From reading the “Congressional 
Record,” a big fact stands out: 
Too many congressmen stay in‘ of- 
fice by promising to cut govern- 
ment spending, then turn around 
and vote “yes” every time there 


is a possibility of getting some- 


By STANLEY E. COHEN, Washington Editor. 


thing for a constituent. 

A short time ago, Sen. Paul 
Douglas (D., Ill.) proposed to cut 
the traditional rivers, harbors and 
flood control pork barrel from 
$670,000,000 to $370,000,000. When 
the special interests finished trad- 
ing votes, only 16 members had the 
courage to support him. Among 
those voting for big spending were 
Sen. Kenneth Wherry (R., Neb.), 
outspoken foe of big government 
spending. 

Last Monday, the Senate passed 
a farm bill encouraging production 
of cotton, peanuts, wheat and po- 
tatoes—crops already jamming 
government warehouses. On big- 
ger handouts to farmers, some of 
the most outspoken advocates of 
government economy are recorded 


Iowa, 


Paxton and Gallagher, makers of Butter- 
nut Coffee, began an advertising schedule 
on WNAX January 2, 1939. Recentiy they 
began their twelfth uninterrupted year on 
WNAX, with a 52-week renewal of a Class 
A quarter-hour news strip. 

Like many other blue chip advertisers, 
Butternut has found that WNAX advertis- 
ing is a continuing good investment. These 
advertisers renew their WNAX schedules 
year after year because they get a consist- 
ent return on every advertising dollar in- 
vested with Big Aggie. 

Big Aggie Land, a Major Market, served 
only by WNAX embraces more than a 
million radio families in 308 BMB counties 
of Minnesota, the Dakotas, Nebraska and 


In 1948, folks in Big Aggie Land with a 
buying income of nearly $5-billion—greater 
than Milwaukee, San Francisco or St. Louis 
... accounted for $4-billion in retail sales— 
greater than Los Angeles, Philadelphia or 
Detroit.* 


Ask your Katz man to show you how 


WNAX can produce good will, 


increase 


sales of your product or service. 


*Compiled from 1949 Sales Management Survey of 


uying Power. 


* 
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“yes.” Only 17 senators voted “no.” 
For exampie, Sen. Harry Byrd 
(D., Va.) is registered “yes” for 
unlimited output of peanuts—the 
government to buy the surplus. 
Two days later he was before a 
luncheon of the National Small 
Businessmen’s Association, de- 
manding action “to stop the big 
spenders in their tracks.” 

In all fairness to Senator Byrd, 
let it be said that he was with the 
brave little band of 17 that pro- 
posed to cut back the farm pro- 
gram. He weakened only on the 
subsidy for Virginia peanut grow- 
ers. Too many other members vote 
a consistent “yes” for handouts, 
on the assumption that one back 
ought to scratch another. 

eo @”° 6 

Economy brand cigarets may 
get a helping hand from the House 
ways and means committee. Ac- 
cording to inside gossip, committee 
members are going along on a cig- 
aret tax reform, sponsored by Rep. 
Hale Boggs (D., La,), which bases 
federal tax on selling price, instead 
of count. Some witnesses say the 
new plan will give economy brands 
a 2¢ price advantage. 

ee e@ 

Roy Victor Peel, political sci- 
ence professor of Indiana Univer- 
sity, will be taking over direction 
of the Census Bureau in a matter 
of days. His nomination slid 
easily through the Senate post of- 
fice and civil service committee 
Wednesday, heading for routine 
floor approval. Phil Hauser, who 
has done a masterful job organiz- 
ing the 1950 population census, 
heads back to the University of 
Chicago. It is Chicago’s gain, the 
government’s loss. 

ee @ @ 

The President’s council of eco- 
nomic advisers has put up warn- 
ing flags. It says steel and autos 
are overpriced and both are in for 
trouble unless reductions are made. 
The council is nominally the gov- 
ernment’s -last word in matters 
human—in this case two men— 
Leon H. Keyserling and John D., 
Clark, 

ee @ e@ 

Interstate Commerce Commis- 
sion is taking another look at 
Railway Express Co.’s latest rate 
increase. The commission has post- 
poned until September increases 
which Were to be effective last 
week on newspapers and many 
other kinds of merchandise. ANPA 
had protested that the 10% 
increase—the second in a year— 
was unwarranted. 


ee e@ 

It is getting to be standard pro- 
cedure for labor and management 
to team up in a common stand on 
legislation which hampers or en- 
courages particular industries. For 
example: Railway Express, which 
relies heavily on express workers 
in fighting low parcel post rates. 
Again, in January, brewery work- 
ers supplied more than half the 
witnesses opposing legislation out- 
lawing advertising of alcoholic 
beverages. A week ago, the tele- 
vision industry was pleased to find 
the CIO before the House ways 
and means committee fighting the 
proposed 10% tax on TV sets. 
Later, a hard-crusted, conserva- 
tive industry. lawyer commented 
thankfully: “You have to give 
them credit. When it comes fo a 
thorough research job in prepara- 
tion for a congressional hearing, 
you can’t beat the CIO.” 


Lennox Metal Appoints 


Lennox Metal Mfg. Co. has ap- 
pointed Getschal & Richard, New 
York, to handle all advertising for 
its household and office specialty 
items. Plans call for use of news- 
paper supplements, business pa- 
pers and direct mail. Television 
may be added later. 


KEYL Appoints Young 

Station KEYL, San Antonio, has 
appointed Adam Young Television, 
New York, as its national repre- 
sentative. 
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h » |ated with the vertising era- \ 
* * tion of America as a member of Furniture The ONLY monthly 
s > |the Fifth District, which is com- qt NATIONAL MAGI na 
> prised of Ohio, Indiana, Kentucky ————— . publication in the 
~ i and West Virginia. 
ig ; ed | | | Shapiro Elected President Home Furnishings field, covering 
‘Tt 4 Harry A. Shapiro has been P 
rd, . & the Water” = » elected president of Dr. Grabow both branches of the Furniture Industry. 
he | £ SRT > |Pipe Co., Chicago. He also will 
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ck wells at Tumwater, Wash.—and certain other ingredients, of course. vice-president a, charge of copy 
and service o ec dvertising 
Olympia Brewing the source. D’Arcy Advertising Co.,| Agency, New York. He has been 
St. Louis, is the agency. with the agency for 15 years. 
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g- OtympiIa, WasH.—A year long 
Pp. promotion has been launched by 
es the Olympia Brewing Co. to em- 
id phasize the company’s slogan, “It’s 
re the water.” The 1950 campaign is 
1s the company’s largest in more than 
50 years. 

Each advertisement in the news- 
i- paper series opens with the head- 
f= ing, “Strange Facts about Water,” Daytime listeners prefer 
mn and presents a single odd fact about WGAR. Hooperatings 
or water. Then follows a paragraph (Dec. ’49-Jan. 50) show 
id telling of the famous subterranean that from 8 A.M. to 7 P.M. 


waters that go into the making 
of Olympia beer. 

An ad that carries the subhead, 
“The earth is 75% water,” goes 
on with this characteristic state- 
ment for the beer: “All beer is 
over 90% water. From deep sub- 
terranean wells at Tumwater, 
Wash., the Olympia Brewing Co. 
draws the rare brewing water that 
has brought fame to Olympia beer. 
Free from seasonal changes and de- 
‘void of unpalatable impurities, 
this rare water assures Olympia’s 
constant purity and delicate fla- 
vor.” 


s This series of 400-line advertise- 
ments appears twice a month 
through the year in 45 dailies of 
Washington, Oregon and Idaho, 24 
small-city dailies and community 
weeklies in California, and 10 
Alaska papers. 

Another series, done in reverse 
plate and urging moderation, ap- 
pears in nearly 200 community 
weeklies of Washington, Oregon 
and Idaho. Copy for these single- 
column panels is brief. A typical 
ad reads: “True enjoyment springs 
from moderation. Light beer is 
the beverage of moderation. Enjoy 
light Olympia beer. ‘It’s the wa- 
ter.’’’ The weekly-newspaper ser- 
ies appears on a twice-monthly 
schedule. 

Outdoor posters, with the copy 
keyed to the season, will be used 
through the year in more than 200 
cities and towns of the Northwest 
and northern California. Painted 
bulletins, in addition, will be used 
to emphasize Olympia as “Amer- 
ica’s original light table beer.” 

Olympia continues to use selec- 
tive radio on 27 Washington sta- 
tions to carry traffic safety an- 
nouncements. Trade publications 
are used consistently. 

Botsford, Constantine & Gardner, 
Seattle, is the agency. 


Kentucky Tavern Places First 


Glenmore Distilleries Co., Louis- 
ville, has launched a series of 600- 
line newspaper ads in major mar- 
kets telling of Kentucky Tavern’s 
move into first place in total bond 
Sales in monopoly states. The ads 
point out McClellan’s Reports as 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY” 
UNIQUE POINT-OF-SALE 
‘CAR-CARD HOLDER 


CARDISPLAY CO. 
004 MARQUETTE AVE... MINNEAPOLIS, MINN 


weekdays, WGAR has the 
first five top rated shows... 
and 12 of the top 15! 
WGAR programs are first 
in 28 out of the 44 quarter- 


hour periods! 


Right: Mr. William E. Hunger, 
President and Treasurer of the Union 


Oil Company of Ohio, member of 


Cleveland Petroleum Club, Ohio 
Petroleum Marketers Association 
Cleveland Rotary Club and Cleveland 
Chamber of Commerce. Left: Mr. L. 
L. Altman, Vice President and Secre- 
tary of the Union Oil Company, 
member of Cleveland Petroleum 
Club, Ohio Petroleum Marketers 
Association and National Paint, 
Lacquer and Varnish Association. 
Union Oil is a WGAR advertiser. 


Popularity goes hand in 
hand with promotion. 
WGAR paid for linage on 
station and program pro- 
motion appears regularly 
throughout the year in 15 
leading northern Ohio 
newspapers. One copy of 
each of these newspapers 
with a WGAR ad, stacked 
together, would tower 18 
feet! WGAR believes in 
advertising! 


nt 


Don Hyde with “This Is 
Cleveland” is one example 
of a WGAR program avail- 
ablefor sponsorship.“This 
Is Cleveland”’ features 
Clevelanders in the news 
and life in the city from an 
unusual angle. It includes 
such on-the-spot tape- 
recorded events as a jury- 
fix and the confessions of 
a dope addict. 


RADIO... America’s Greatest Advertising Medium...WGAR...CBS...50,000 watts...Represented Nationally by Edward Petry & Compony 
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Carborundum Names Basford 


The refractory division of Car- 
borundum Co. has appointed G. M. 
Basford Co., New York, as adver- 
tising counsel. The division, located 
in Perth Amboy, N. J., manufac- 
tures super-refractories for the 
iron and steel, ceramics, petroleum 
and other industries. 
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How Consumers Would Like Druggists 
to Operate Told in New BBDO Study 


New YorK—People are more in- 
terested in how merchandise is of- 
fered for sale in a drug store than 
they are in what the drug store 
sells, according to a study called 
“If I Were a Druggist,” released 
last week by Batten, Barton, Dur- 
stine & Osborn. It is the agency’s 
third drug survey. 

The study was formally pre- 
sented March 4 at conventions of 
the Druggists’ Supply Corp. and 


Southern Fishing 


sm cn satiate ams as 


Third In the nation in seafood 
value with over 5,409 shrimp 
boats operating in the 
Shrimp is only a part of the 


South. 


industry... 


the Affiliated Drug Stores here, 
and will be shown again March 
13 at the convention of the Federal 
Wholesale Druggists Association. 

The current presentation (No. 
2, “How Women Spend Their Drug 
Dollars,” was reported in AA, Nov. 
15, 48) is about consumers’ opin- 
ions of today’s drug stores. 


ws The research was conducted 
with. an “open” questionnaire 
technique. A total of 3,435 replies 
was received from 1,880 women 
and 1,555 men, members of the 
BBDO “National Panel of Con- 
sumer Opinion.” This panel is com- 
posed of representative families 
across the country, picked accord- 
ing to marital status, income group 
and geographical location. 

The directors of the survey stress 
that the respondents were not 


prompted or directed by being 
asked leading questions. They were 
asked to speak out about what 
they would do if they were drug- 
gists, and to tell the things they 
would do or would not do to make 
their store the kind they prefer to 
deal with. 


s The main classifications of gen- 
eral drug store operation covered 
include: merchandise, store layout 
and appearance, personnel, pre- 
scription department, soda foun- 
tain, and pricing. 

On merchandise, 47.6% of those 
questioned (1,635 persons) had 
something to say one way or an- 
other. Of these, 23% (373 persons, 
or 11% of total replies) said they 
would keep more adequate and 
complete stock of the latest mer- 
chandise, quality merchandise, na- 
tionally advertised products, etc., 
while 7% (109 persons, or 3% of 
total replies) said they wanted the 
stock to be cleaner, fresher and 
more up-to-date. 

Of the others that discussed this 
point from various angles, “it is 


Designed especially to dress the newspaper in the most 
modern manner, but equally valuable for clean-cut, power- 
ful advertising display. Though high in character count, 
its exceptionally open counters and large x-size for the 
body make it extremely readable. Also interesting in small 
masses well leaded. Foundry cast in 8 to 84 point, includ- 
ing the useful intermediate 42-point size. 
The sparkling Italics are slightly decorative and viva- 
cious for emphasis or quality appeal. Used for step-down 
heads, they give the paper a new look. Advertisers alse 
will appreciate their freshness. In 8 to 72 pt., 
with special characters fonted separately. 200 Elmora Avenue, Elizabeth B, New Jersey 


Other impressive ATF faces 
that should be in every — 


newspaper composing room 


Brush Grayda 


Lydians (in 2 weights) 


Stencil 
Stymies (in 4 weights) 


Tower 


Balloons (in 3 weights) 


Gothics (in a great variety) 
Kaufmanns (Script and Bold) 


Lydian Bold Condensed 
Lydian Bold Condensed Italic 
Spartans (in 3 weights) 
Spartan Bold Condensed 


Stymie Bold Condensed 


Write for Descriptive Type Price List 


American Type Founders 


Branches in Principal Cities 


Advertising Age, March 6, 19508 


pertinent to note that this grou 
did not particularly find fault with 


the fact that drug stores sell menu 
chandise other than drug-typam 


products, but their objection wag 
to the manner in which non-d 
items were displayed. It was no 
so much what the drug store sold, 
but how the operator offered the 
merchandise for sale within the 
store.” 


ws Of those who commented gp 
store layout and appearance, 619% 
(909 persons, or 27% of the total 
replies) said that they would “dg 
partmentalize so articles would he 
easier to find and so as not #@ 
have the cluttered-up appearangs 
of many drug stores today.” 

On the question of personnel 
the survey shows that women are 
more interested than men in coup 
tesy, politeness, friendliness ang 
personal attention. The men re 
spondents are more interested ig 
efficiency, promptness and mana 
gerial competency. The womeg 
like to receive suggestions about 
other goods while being waited 
on; the men seem to be more in- 
terested in getting in and out of 
the store in a fast and efficient 
manner. 


a Of the prescription department, 
the survey shows that women are 
more interested than men in the 
pharmacist as an experienced and 
expert individual; the men are 
more interested than the women in 
the prescription department as a 
unit of the drug store. 
Concerning the soda fountain, 
52% accepted it as an integral part 
of a drug store; the remaining 48% 
said they would have a soda foun- 
tain, but would have it separate 
from the rest of the store to pre- 
vent crowded conditions and elim: 
inate food odors. Emphasis wag 


placed on better sanitary cond ¥ 


tions. 

The study shows that the drug 
industry has done an _ excellent 
job with the public as far as prices 
are concerned, for only 5.7% of the 
total replies indicated that the re- 
spondents consider prices too high, 
or that there should be more “spe 
cials.” This, the research staff 
finds, “is very low compared with 
other business categories.” 


ws Several comments covered sub- 
jects that couldn’t be classified un- 
der the preceding sections. A few 
of these based on the 3,435 replies 
include the following: 

Nearly 8% urged more aisle 
space; 7.7% specifically said they 
would carry magazines; 7.5% 
would avoid high pressure selling; 
6.7% suggested more delivery ser- 
vice; 5.9% objected to drug stores 
as hangouts for teen-age loafers; 
4.3% objected to early closing 
hours; 3.7% favored self-service; 
and 2.4% favored elimination of 
juke boxes and other entertain- 
ment devices. 

Instead of answering the ques- 
tionnaire as asked, 15.6% of the 
total replies, or 537 persons, said 
that they like their present drug- 
gist and are satisfied with his 
store. 


Morse-Starrett Starts Drive 

Morse-Starrett Products Co, 
Oakland,- Cal., manufacturer of 
wire rope cutters and window 
squeegees, has scheduled half 
pages in Contractors & Engineers 
Monthly, Pacific Road Builder, 
Sanitary Maintenance, and two 
Canadian business papers, Can- 
adian Industrial Equipment News 
and Roads & Bridges. Ad Fried Ad- 
vertising Agency, Oakland, handles 
the account. 


Data Book Becomes Annual 
Starting with the 1950 edition, 
“Refrigerating Data Book” will be 
issued annually instead of bienni- 
ally. The data book, published by 


The American Society of Refriger-§ 


ating Engineers, covers the basic 
engineering principles of refriger- 
ating and their application to all 
phases of industrial and domestic 
refrigeration and air conditioning. 
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Imer of Toronto 
elps Children to 
ivoid Accidents 


ToroNTO—The number of school 
Bhildren killed in traffic accidents 
here in 1949 was 60% less than in 
1948. 

In the past two and a half years, 
She number of traffic accidents in- 
wolving children is down 40%. 

The Toronto Traffic Safety 
Mouncil believes this remarkable 
safety gain resulted from increased 
saution on the part of the children. 
SAnd the children are more careful 

because of the Toronto Telegram’s 
pachyderm character, “Elmer the 
Safety Elephant Who Never For- 
gets.” 

The newspaper and the safety 
council opened the campaign built 


around Elmer two and a half years 
ago. The Telegram is now ready 
to let other cities use Elmer for 
the same purpose. (All this time 
the paper has consistently refused 
to let the patented elephant be 
used commercially—and still does.) 


® Details will be supplied to any 
city ready to use Elmer. Coopera- 
tion of local police, distribution 
of safety leaflets, statistical work 
and other activity in such a cam- 
paign are necessary, but basically 
the plan revolves around Elmer 
pennants for schools whose pupils 
maintain perfect traffic safety rec- 
ords. When no child has been hurt 
sfor a month, his school can fly the 
Elmer pennant. The pennant is 
lowered for a month after an ac- 
cident. 

The Telegram believes the plafi 
is the only one of its kind in Can- 
ada or the U. S. 


Taylor to Head Accounts 
at Lennen & Mitchell 


Lennen & Mit- 
chell, New York, 
has named Jack- 
son Taylor, for- 7am 
merly a vice- *§ 
president and di- = 
rector of Mc- 
Cann-Erickson, 
as an account 
group supervisor, 
effective March 1. 

Mr. Taylor en- 
tered the agency 
business with 
McCann-Erickson in 1926. In 1937 
he was named manager of the 
agency’s Minneapolis office and 
held this post until his recent re- 
turn to New York. 


Danchuk Joins Bogerts 


George Danchuk has joined the 
Bogerts, Los Angeles, merchandis- 
ing and advertising consultant, as 
art director and production man- 
ager. He formerly held a similar 


Jackson Taylor 


position with Steller, Miller & 
Lester. 
Apple Board Names Portman 


Edward C. Portman, who for- 
merly headed his own advertising 
and public relations organization 
in San Francisco, has been named 
Manager of the Early Apple Ad- 
Visory Board, Sebastopol, Cal. 


Comes Tuesday date... 


ZERO TO ZENITH 


The Big Boss pushed, he paced, he stomped, 

Has date with client, Tuesday prompt. 

You join sweat-sessions, nights and days, 

You pound the keyboard, seeking phrase, 

You switch from Sanka, switch to Kools, 

Won’t do kids’ homework, rule out rules. 

Would Gumm-Grip Tires go for your dream? 

Would Old Man Jones leap for new theme? 

you spread your show, 

Old Jones moves slowly, then comes glow... 

You hear earth’s sweetest, lyric line, 

“Ah-h-h, boys, it’s great... 
JAMES T. GALLAGHER, 
Vice-President, 


I think it’s fine!” 
Integrity Agency, Philadelphia. 


Klemtner Promotes Olszewski 


Stephen Olszewski, coordinator 
of advertising services, has been 
named 2nd vice-president of Paul 
Klemtner & Co., Newark. He joined 
the company in 1942 as an artist, 
later becoming art cirector. Mr. 
Olszewski will continue to be re- 
sponsible for the art, copy and pro- 
duction services of the company’s 
advertising division. 


No Big RCA Push for 33 1/3s 


RCA Victor does not plan a heavy 
advertising push for its own new 
334%srpm phonograph records. 
There will be some cooperative 
newspaper advertising, and some 
RCA Victor ads in connection with 
its current series of conferences 
for distributors and the press in 
Chicago, Los Angeles, Atlanta, Dal- 
las and Cleveland. 


Phillips to Jerry Fairbanks 

Paul C. Phillips, producer-direc- 
tor of the Phil Harris-Alice Faye 
show, has been named West Coast 
sales head of Jerry Fairbanks Pro- 
ductions. Nat Winecoff, who has 
been acting director of coast sales, 
will continue in that division in 
an executive capacity, but will de- 
vote more time to the company’s 
planned expansion of video pack- 
age production, Mr. Winecoff also 
is head of the Fairbanks. Music 
Publishing Co. 


Workman Service Names 4 

Milton Panitch, operating man- 
ager, and Richard E. Kurzenknabe, 
tabulating consultant, have been 
elected vice-presidents of Work- 
man Service Inc., Chicago, tabulat- 
ing, typing and calculating ser- 
vice. Arnold F. Nordman, a vice- 
president, has been named in 
charge of sales. Paul Schwartz has 
been appointed operating manager 
of the tabulating division. 


Wawa Dairy Farms to Watt 
Wawa Dairy Farms, Philadel- 

phia and Wawa, Pa., has named W. 

H. Watt Advertising Agency, Up- 


47 


per Darby, Pa., to handle its ad- 
vertising. Plans include special 
events to celebrate the 50th anni- 
versary of the company. 


If you have [ YOUNG | 


COSMOPOLITAN 


If you're ee peopte 


with 
BUY COSMOPOLITAN 


America’s Most Exciting Magazine 


deas... 


...like California without the 


Billion DollarValley of the Bees 


in ABC city zone . 


Reaches 9 out of 10 nneine 
of all families in 19-county 
Sacramento trading area. Of 
all papers in the West, it 
ranks 3rd in total daily 
general advertising linage. 


Are you playing all the notes in California? You 


food 323% 


sales are 


‘\ 
* 


Reaches 9 out of 10 families 
in Modesto, where per capita 
above 
U.S. average. Has 74 times 
more circulation in Stanislaus 
A County than any other daily. 


exceed Philadelphia’s.* 


v7 


Valley coverage. 


THE FRESNO BEE 
THE f Reaches 9 out of 10 families 
BILLION,’ in city zone . . . half 
the families in 4-county 
Sen Francisco trading area. The only pa- 
per that covers nation’s 2nd 
DOLLAR = g]_—s wealthiest farm county. 
VALLEY |” 
o 
OF THE 
BEES 


are not if you are counting on San Francisco and 
Los Angeles papers to cover inland California. 
That's the Billion Dollar Valley of the Bees, 
where drug sales top Kansas City's . . . 


food sales 


To cover this rich part of California, advertise in 
the Valley's leading papers — The Sacramento Bee, 
The Modesto Bee and The Fresno Bee. ONLY 
with those three McClatchy newspapers do you 
really cover the Valley. No other combination — 
local or West Coast — comes even close to their 


*Sales Management's 1949 Copyrighted Survey 


M Catchy Newspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 


New York + Los Angeles * Detroit * Chicago * Sam Francisco 
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Iron Fireman Elects Ofticers 


C. T. Burg has been elected pres- 
ident of the Iron Fireman Corp., 
a wholly owned subsidiary of Iron 
Fireman Mfg. Co., Cleveland. He 
has been in charge of Iron Fire- 
man sales since the inception of 
the company 27 years ago. E. C. 
Webb, engineering service man- 
ager, has been named vice-presi- 
dent. 


ER Ba KERR, 
Fiblsherd 


ETRADE AND CONSUMER PUBLICATIONS 
EMPIRE STATE BUILDING 
= YORI « 


i 


LONGACRE sede 


ae Se ee 


Along the Media Path 


Conde Nast Publications is an- 
swering the old dodges of pros- 
pective advertisers in a new series 
of ads appearing every Tuesday 
for two months in Women’s Wear 
Daily, handled by Irving Serwer 
Advertising, New York. One of the 
spreads, headed, “The first thing 
I cut when business gets tough is 
my advertising,” which, in the il- 
lustration, shows the speaker’s 
head cut off and floating above the 
headline, answers: “Every adver- 
tising dollar you spend in fashion 


8x10 genuine glossy photos 


¢ in 500 and 750 queontities 
(1000 .ond over .06c) 


/ 
6 2 


Sharp, clear, crisp' Prompt Delivery’ 


PHOTO- 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


“SF MATIC CO. | 


magazines is an on-the-spot sales- 
man plugging your product in 
every woman’s living room, office, 
powder room and beauty salon... 
Can you afford to sever the life- 
line between your product and its 
logical market?” Nast, with its 
Vogue and Glamour, speaks for 
other fashion magazines, too, by 
listing Harper’s Bazaar, Charm 
and Mademoiselle, as well, among 
the fashion group. 


e@ The 25th annual progress edition 
of the Union-Bulletin, Walla Walla, 
Wash., was issued Feb. 19, contain- 
ing 180 pages, of which all but one 
section was standard newspaper 
size. The edition, coinciding with 
the newspaper’s 40th anniversary 
year, carried more than 700 adver- 
tisements. 


!@ Station WCAE, Pittsburgh, has 


Chic ge Thy 


4% HOURS TO MiAMi 
ge 


LIVE TALENT—Delta Air Lines’ booth at 
Chicago Tribune featured a travel page 
accommodate 
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the Sportsmen’s Show sponsored by the 
in which a beach scene was recessed to 
a live model. 


distributed radio dial cards to some 
2,000 rooms in the William Penn, 
Pittsburgher and Webster Hall 
Hotels. The cards, punched for 
hanging on a dial of the radio set, 
contain information on the station’s 


outstanding programs and a list 


— 
Lop y ee 


IY omnes IS | 


‘some people are cool to chili con carne — 


In the southwest, chili’s a red-hot favorite. In some 
other places it gets at best a lukewarm reception—in still others 


it’s cold-shouldered almost to the vanishing point. Actually, in the region 


where it’s best liked, chili-eating per capita just about 


doubles the score of any other region—and runs a smashing 2,400% ahead 
of the region where it’s least popular. 


What’s true of chili con carne is also true, in greater 

or less degree, of just about any product you make or sell. 
Taste, custom, habit—even the local weather—cause 
tremendous variations in consumption. 


Adjusting your advertising pressure to fit these variations is 


a job the daily newspaper was cut out to do. With it you can advertise 


heavily in the markets where you need to go heavy— 
use lighter pressure in markets of diminishing returns. 


That way you control your advertising the same way your sales manager 


allocates your salesmen’s efforts—in full compliance 
with the basic fact that 


All Business Is Local 


ed i A 2 * American Newspaper Publishers Association, offers a host of information on 


the new market-by-market approach to advertising. For your copy of the new booklet, “The Last Frontier of Profits,” write or wire 
us at: 370 Lexington Avenue, New York 17; 360 North Michigan Avenue, Chicago 1, or 240 Montgomery Street, San Francisco 4. 


Sponsored by The Detroit News in the interest of more effective advertising. 


of news broadcast times. WCAE 
plans to keep the hotels supplied 
with up to date listings. 


e The New York Times’ first 
spring fashions section, published 
as a separate 64-page magazine- 
size section Feb. 26, carried 32,- 
300 lines of advertising, with 53 
national advertisers and 22 re- 
tailers represented. 


e The Instructor, Dansville, N. Y, 
is distributing a folder containing 
some specimen pages of its Hotel 
and Resort Directory section, 
which, for the first time since the 
war, is being resumed each month, 
reaching more than 400,000 school 
teachers in this country. The folder 
points up the standing of teachers 
as travel prospects with figures on 
salaries, employed readership, 
travel habits, etc. 


e@ The March issue of Farm Jour- 
nal, largest in its history, contains 
212 pages, carries almost $1,000,- 
000 worth of advertising, and has 
more than 2,800,000 circulation. 


e Nine of the 14 new AM and 
television studios completed or un- 
der construction in the new WGN 
Bldg. in Tribune Square, Chicago, 
are built on the floating principle, 
resting on oblong air cushions 
2%x14x30” in size, inflated to 40 
Ibs. of pressure per square inch. 
These pneumatic shock absorbers 
lift the entire studio %” from its 
base, and electronic controls main- 
tain this gap within 1/32 of an 
inch. This construction technique 
insulates the studios from outside 
noise and vibrations—particularly 
the Tribune’s presses, which are 
housed in the adjoining structure. 
Studio 1, the only older WGN 
studio to be retained in the new 
lineup, recently closed for re- 
modeling, will have permanent 
seats for about 400 people. All 
other large studios will have 
portable seats for a varying num- 
ber of spectators. 


Rovner Will Join ‘AA’ 
March 6 from ‘E&P’ 


Samuel Rovner has resigned as 
associate editor of Editor & Pub- 
lisher, New York, to join ApDvER- 
TISING AGE, as associate editor in 
the New York office, effective 
March 6. 

Mr. Rovner joined E&P in De- 
cember, 1943, as a feature writer. 
He became news editor in April, 
1944, and associate editor the fol- 
lowing October, and covered ad- 
vertising news for the business 
paper. Previously he had worked 
in the public relations field with 
Edward L. Bernays and other 
firms, and in the newspaper field. 


Publishes Automobile Book 


Public Affairs Press, Washington, 
has published a book on the origin 
of the automobile, entitled ‘The 
Story of the American Automo- 
bile,” and written by Rudolph An- 
derson. The book, illustrated with 
150 old prints and photos, covers 
the early development of the au- 
tomobile, in addition to dealing 
with the "glamorization of the auto- 
mobile through sex appeal _promo- 
tion, popular songs, movies and 


advertising. 
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New YorK—Advertising book of 
the half-century is Otto Kleppner’s 
“Advertising Procedure,” the 
fourth edition of which Prentice- 
Hall Inc. published last week. 

It’s the ad book of-the half-cen- 
tury because, although first printed 
“only” 25 years ago (when Mr. 
Kleppner was advertising manager 
of Prentice-Hall), it has become 
the adopted textbook on the sub- 
ject in 495 colleges and universi- 
ties and has sold 160,000 copies, far 
more than any other book in the 
field. 

Mr. Kleppner, who has headed 
his own agency here since the mid- 
30s, revised his book in 1933 and 
1941 and has now revised and ex- 
panded it again, for its 32nd print- 
ing. The new revision took him 
three years. 


s “In working on the revision,” 
he says, “I was amazed at the 
changes that have taken place in 
advertising during the last ten 
years...I think that, although 
the most conspicuous changes have 
been in techniques, the most im- 
portant changes have been in at- 
titudes. 

“The war gave advertisers a 
great sense of public responsibility 
...In addition, the consumer has 
come to depend more and more on 
advertising in his selection of pro- 
ducts. Advertising is now firmly 
rooted in the structure of Ameri- 
can business.” 

Mr. Kleppner gives the student a 
lot more to study now than he 
did 25 years ago. The fourth edi- 
tion contains 775 pages, against 
539 in the first (But the price is up, 
too, from $4 to $6.50.) 


a Comparison of the first and 
fourth editions can be as reward- 
ing to the experienced adman as 
study of the latest edition must 
be to the college student. Mr. 
Kleppner still begins with his dia- 
gram showing that advertising of a 
product passes through pioneering 
to competitive to retentive stages 
(if the manufacturer is lucky), 
then proceeds to the sections on 
preparing ads, media selection, 
“the machinery in motion” (re- 
search, agencies, etc.), and to the 
economics or “place” of adver- 
tising. 

The fourth edition is consider- 
ably improved even over the third 
edition, particularly the conclud- 
ing section on advertising’s “place,” 
which Ralph Starr Butler, retired 
General Foods executive, helped 
plan. 

But the difference between edi- 
tion No. 4 and the original work 
is startling, largely because of 
changes that advertising itself has 
caused in the habits of the con- 
sumers. 


s Consider, for examples, the fol- 
lowing quotes from the 1925 edi- 
tion: 

“It often happens that a product 
has to do pioneering work among 
one part of the public white among 
other groups of people it is in the 
competitive stage. In large cities, 
tooth brushes are largely in the 
competitive stage, yet in the rural 
districts, where the use of denti- 
frices is limited, pioneering work 
is required. Adding machines are 
in the competitive stage as far as 
banks are concerned, but still in 
the pioneering stage among re- 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented notionally 
by Burn-Smith Co 


Inc 


Kleppner’s Best-Selling Ad Textbook 
Keeps Up with Procedures Since ‘25 


tailers...” 

“For many years the Hupmobile 
has been featured as a ‘Comfort 
te Riad 


@ Listed as a slogan telling what 
the product is: “Only Refill Shav- 
ing Stick,” for Colgate’s shaving 
stick. 

A reputation slogan: “No Rolls- 
Royce Has Ever Worn Out.” 

“When a half-page is ordered in 
a magazine, it is necessary to know 
whether the page is divided hori- 
zontally, into upper and lower 


halves, or vertically, into right- 
hand and left-hand divisions.” 

In the first edition, no mention 
of automobile traffic is made in the 
discussion of outdoor advertising. 
Radio was so new it rated only a 
page in the first book, (Oddly 
enough, Mr. Kleppner 25 years 
later finds himself in much the 
same awkward position when he 
writes about TV advertising;. it 
gets only 13 pages.) 


WEXT Gets New Channel 


The Federal Communications 
Commission has granted WEXT, 
Milwaukee, a new channel—920 
kc—and changed the station’s ser- 
vice from daytime only to fulltime 
with 1,000-watt power. The new 
a is expected to begin 
une 1. 


‘Drug 


INDUSTRY 


Covers an industry that is 
making its own brilliant 


future through research 


Also Publishers of Beauty Fashion 


& Cosmetic : 
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Avery Opens New Office 


Avery Adhesive Label Corp., 
manufacturer of Kum-Kleen pro- 
ducts, has opened new factory of- 
fices at 41 Park Row, New York. 
Avery sales up to the present time 
have been handled in the New 
York area through J. H. B. Hed- 
inger Inc. Now all Hedinger per- 
sonnel familiar with Avery Kum- 
Kleen products will be transferred 
to the new Avery factory office, 
with J. H. B. Hedinger Jr. in 
charge. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
as DIRECT SELLING —is building 
iant volume quickly for many manu- 
ers. It may be your answer to 
dwindling volume, vanishing profits, 
soarin and cut-throat competi- 
tion. Direct Selling is fully cuptesnee 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-4, 28 E. Jackson BI., Chicago 4, III. 


Test Women’s Club 
TV Daytime Show 
in Philadelphia 


PHILADELPHIA—A women’s club 
television program, produced with 
the cooperation of the Federated 
Women’s Clubs here, will begin on 
WCAU-TV March 15 and will be 
screened on an experimental ba- 
sis every Wednesday at 3-3:15 
p.m., for 13 weeks. If successful 
locally, it will be placed on a net- 
work. 

The show, “Television Women’s 
Club,” is sponsored by Proctor 
Electric Co., Philadelphia, for 
its Mary Proctor Ironing Kit, con- 
sisting of a Hi-Lo ironing table, 
electric iron, steam iron and Proc- 
tor Cord-Minder. Gray & Rogers is 
Proctor’s agency. 

The initial experimental series 
will be presented under the aus- 
pices of the Pennsylvania Federa- 
tion of Women’s Clubs, with par- 
ticipation by similar organizations 
in New Jersey and Delaware. 


Backers of the program have an 
option on the exclusive endorse- 
ment of the General Federation of 
Women’s Clubs, which has a mem- 
bership of 5,000,000 women. Mrs. 
Margaret D. Wahl, who will pro- 
duce the show for Gray & Rogers, 
owns all rights to the program. 

The show will feature well- 
known personalities, and will cover 
fashions, art, books, gardening, 
child psychology, interior deco- 
rating, etc. 

Each week a different club will 
be invited to participate. 


Pushes Steedman’s Powders 


John Steedman & Co., London, 
England, manufacturer of Steed- 
man’s powders, has launched a 
campaign in French and English 
weekend newspapers, women’s 
magazines, farm papers and trade 
publications. McKim Advertising, 
Montreal, is handling the drive. 


Joins Father's PR Concern 

Fred A. Joyce Jr. has been made 
a junior partner in his father’s or- 
ganization, Fred A. Joyce, public 
relations counsel, Chicago. 
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Lack of Accurate Data on Circulation 
Perplexes Agencies Using Foreign Media 


New York—Representatives of 
leading advertising agencies ad- 
vocated steps to obtain audited fig- 
ures on the circulation of foreign 
newspapers and magazines, read- 
ership breakdowns, and more accu- 
rate and complete data on radio 
station coverage, at a meeting of 
the Export Advertising Associa- 
tion. 

Aurora Blando, Morse Interna- 
tional Inc., expressed belief that 
more foreign publishers will soon 
present more accurate statistics for 
media evaluation because of de- 
mand that has developed among 
advertisers in this country. 

Outlining results of a survey she 
made in 22 markets in Latin Amer- 
ica and the West Indies, she said 
that 68% of 129 publications gave 
no indication of the source of their 
circulations. 


a Frances Ruempler of McCann- 


CONCENTRATE your advertising where you concentrate 
your sales—in the volume producing stores which | 
are served by Department Store Economist. 


In the great 


department store market 


() 708 the stores 


account for ()/o8 total sales 


The cream of the great department store market is concentrated 
in 7,300 of the 70,000-odd retail outlets comprising the total 


market. 


These are the volume-producing stores. These 7,300 stores hold 
the potential dividends on the advertising dollars you invest to 
cultivate the department store market. And these are the stores 
— department stores, departmentized specialty stores, dry goods 
and general merchandise stores — that are regularly covered by 
Department Store Economist. 


Concentrate on these stores. Sell them first .. . sell 


leader. 


them thoroughly . . 


A Chilton () Publication 
100 EAST 42nd STREET, NEW YORK 17, N. Y. 


. sell from top to bottom their 
policy-making staffs . . . and the rest will follow the 


Sell them through strong, consistent advertising in 
Department Store Economist . . . the only publication 
whose controlled circulation offers practically 100% 
coverage of these 7,300 stores which account for 80% 
of the total department store volume. 


THE AUTHORITY FOR THE ENTIRE srore 


DEPARTMENT STORE 


ECONOMIST 


CCA 30,000 copies 


Erickson recommended joint ef. 
fort by advertisers and agencies 
to obtain circulation data, and Sug- 
gested a tie-in with the export jp. 
formation bureau of the American 
Association of Advertising Agen. 
cies. 

Harold E. Weinholtz, Young 4 
Rubicam, suggested steps to take 
to bring about better makeup of 
foreign newspapers to give im. 
proved positions for advertige 
ments, He urged standardization 
of newspaper columns on a 2” @& 
5cm width. 

Val Montero-Diaz of Robert Otto 
Inc., noting that “there .is no 
Hooper or Nielsen to give ratings 
on foreign radio,” said that in only 
one or two countries is there much 
information on radio station cover. 
age and programs. He said some 
headway has been made in obtain. 
ing information on radio station 
coverage and programs through 
the Pan American Association of 
Broadcasters. He deplored the lack 
of stability of station rates, which, 
he said, “can be cut if the right 
person is approached.” 


a J. Donelon, National Export Ad- 
vertising Service, urged U. S. ex- 
port publications to take the lead 
in supplying the export field with 
information for export advertisers 
and agencies. 

James H. Page, J. Walter 
Thompson Co., in a statement read 
by Robert H. Otto, moderator of 
the panel discussion, suggested that 
the association establish an effec- 
tive media committee to determine 
by means of a survey what ad- 
vertisers want to know, and that 
the committee should then circu- 
late its findings as widely as pos- 
sible. 

He also suggested that the De- 
partment of Commerce and the 
United Nations be approached to 
set up statistical bureaus for for- 
eign media. 


Burlington Ups Three 


David Reich has assumed charge 
of all sales other than to the auto- 
motive industry, in the industrial 
and diversified fabrics division of 
Burlington Mills Corp., New York. 
He succeeds W. W. Shaffer, who has 
resigned as sales manager of the 
division. Automotive industry sales 
will be handled by National Auto- 
motive Fibers, Detroit, under the 
supervision of C. Chester Bassett, 
division manager. Arthur Bloete, 
formerly with Forster Textile Mills, 
has been placed in charge of indus- 
trial fabric sales of the division. 


Allen Joins N. H. Paper 


O. S. Allen has resigned from the 
advertising staff of the Schenecta- 
dy Union-Star to become advertis- 
ing and business manager of the 
Strafford Star, to be published 
in Dover, N. H. 


MOVED 
RECENTLY? 


If you have moved, tell us 
abouf it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't miss a single 
important issue .. . and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
100 E. Ohio Street, Chicago 11, lil. 
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The MILLIONTH 1URILEE Mey 
EMO CK RAD!) 
pZXS a é 


(amen “ 


fit’s 


: weige t ty 


PROMOTION AIDES—D. E. Weston (left), receiver merchandise manager, and S. M. 

Fassler, advertising manager, check over promotion material avuilable to General 

Electric radio dealers for a March campaign built around the millionth GE clock-radio 

and featuring an all-expense paid trip to New York, including a “free weekend with 
Fred Waring.” 


WTHT Discontinues FM 

WTHT, Hartford, Conn., has 
abandoned its: FM branch. It is 
understood that the lack of a 
“listening audience” caused the 
station to drop its FM broadcast- 
ing. The FM division had been on 
the air for two years. WTHT is the 
broadcasting division of the Hart- 
ford Times. 


Issues Chicago Buyers’ Guide 

The Chicago Association of Com- 
merce and Industry has published 
the 15th annual edition of “Buyers’ 
Guide and Industrial Directory of 
Chicago,” a 362-page paper-bound 
book listing manufacturers by type 
of product and containing an al- 
phabetical index of members of 
the association. 


Fenton Joins Street & Smith 

Robert L. Fenton, formerly with 
McGraw-Hill Publishing Co., has 
joined Street & Smith Publications, 
New York, as general subscription 
manager. 
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G.R.GRUBB & CO. 


CHAMPAIGN, ILLINOIS 
TELEPHONE 5209 a 
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COMBINED to cive you *  arnsts * 


BETTER SERVICE AND FINER ; : - ENGRAVERS : 
ENGRAVINGS-—At the Right Prices = > oceapuers .° 
WRITE OR CALL THE NEAREST PLANT “*,.. 0. ; 


PEORIA ENGRAVING CO. 


pLLIENOUS 


PEORIA, ) 
. TELEPHONE 4-7197 | 


Meck Trade Paper 
Ads Ask Greater 
Dealer TV Margins 


PLyMoutTH, InD.—John Meck In- 
dustries, which claims to be the 
sixth or seventh largest producer 
of TV sets in the U. S. (it makes| ° 
sets for some large brand-name ad- 
vertisers), will run large-space 
ads this week in Radio & Televi- 
sion Weekly and Retailing Daily 
to call for larger discount margins 
for dealers. 

Meck is the first TV set maker 
to increase its scale of discounts 
so that dealers retain up to 40% 
of the retail price. 

The trade publication ad, titled 
“An open letter to every television 
manufacturer,” says dealers need 
more margin to survive. Dealers, 
it says, need more money in order 
to service customers adequately, 
once sales are made. 


s Meck expects to make 250,006 
television sets in its Plymouth, 
Argus and Peru, Ind., plants in 
1950. Most of its sets sold under 
the Meck name have carried price 
tags much lower than other makes. 
The average markup by TV set 
dealers has been about 28% ever 
since TV sets have been widely 
sold. 

Meck has appointed Philip Lesly 
Co., Chicago, as its public rela- 
tions counsel. Frank C. Nahser 
Inc., Chicago, handles the adver- 
tising. 


Liggett Agency Promotes Two 


John F. Wilson, account execu- 
tive, has been named a vice-pres- 
ident of Carr Liggett Advertising, F 
Cleveland. James G. Smith, ac- gi 
count executive, has been ap- a 
pointed to the board of directors of Pe 
the agency. “ 


‘Meat Merchandising’ to NBP 


Meat Merchandising, St. Louis, 
monthly publication circulated to 
58,000 meat dealers, has joined 
National Business Publications, 
New York. £4 


If you neve Eee 


ideas... 


COSMOPOLITAN 


If you're selling people 


with [YOUNG| ideas... 


k of Mi 


Reg. Trad 


COVER 
COUNTRY 


Day and Night with 


28 lias 
REFLECTIVE 


Here is the smartest buy in all outdoors— National 
Highway Displays with the day and night selling 
impact of “Scotchlite’* Reflective Sheeting. Never 
before has there been an organization of the scope 
and size of National Advertising Company devoted 
exclusively to the creation, installation and mainte- 
nance of highway displays. You can be sure that 


Buy COSMOPOLITAN 


America’s Most Exciting Magazine 


Mining & Mfg. Co., Ste Poot, Mian. 


ional Advertising Co. 
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SHEETING 


National Highway Displays will do a job for you— 
nationally or regionally— wherever and whenever 
you need hard, constant, inexpensive selling. From 
coast to coast—from border to border—National 
Highway Displays with “Scotchlite” Reflective 
Sheeting will do a bang-up selling job for you night 
and day! Write, wire or ‘phone for details. 


WAUKESHA, WISCONSIN 
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Brisacher Signs 


Garred Newscasts 
for Three Clients 


San FrRANciIsco—Brisacher, 
Wheeler & Staff here has signed 
Bob Garred, veteran newscaster, 
to an exclusive contract for three 
of its accounts. 

The Garred newscasts will be 
aired at 7:30 a.m. and 6:05 p.m. 
daily, Mondays through Saturdays, 
over the American Broadcasting 
Co. Pacific Coast network. 

The three sponsoring accounts 
are PictSweet Foods, Peter Paul 
candy bars and Dennison’s Foods. 
PictSweet packs frozen foods and 


Sepeet agg ne eto oat Rtn 
facts and figures for advertisers and editors. 


Sic Write for booklet 


38 PARK PLACE, NEWARK 2,N4 


canned vegetables, while Denni- 
son’s markets canned meat special- 
ties and tomato condiments. 

Peter Paul has been a sponsor 
of the Garred newscasts for the 
past 12 years. Dennison’s Foods 
has been a sponsor during the past 
year. PictSweet’s promotion on the 
newscasts, the agency has an- 
nounced, will be concentrated on 
its canned peas and corn. 

The new Garred broadcasts will 
be carried on 17 stations, extend- 
ing, from San Diego to Spokane. 
They formerly were heard on the 
Pacific Coast CBS network. The 
agency announced its switch in 
networks was made to obtain a 
better time spot. 


DuMont Joins Picard Agency 


David T. DuMont, formerly gen- 
eral sales manager of the Com- 
munication Measurements Labora- 
tory, New York, has joined Picard 


Advertising Co., New York. He 
will serve as account executive 
and will assist on technical ac- 
counts, specializing in the electrical 
field. 


Dayton Rubber Finds 
Comfort in Pillows 


Dayton, O.—If Dayton Rubber 
Co. has its way, it will be kingpin 
in the foam rubber rest field. 

To this end, starting this month, 
Dayton will embark on a $500,000 
drive for its Koolfoam pillow and 
—if crib and standard mattresses 
are added to the line later in the 
year, as is anticipated—will boost 
its budget considerably to promote 
these items. 

This represents a considerable 
departure for Dayton, which is a 
small company, as rubber com- 
panies go. In 1949, for instance, 
Dayton’s sales were $23,528,342; 
U. S. Rubber Co. had sales of $517,- 
439,676 in the same year. 


ws The departure is predicated on 
two basic decisions: The first was 


the company’s rejection of the idea 


Open the Door | 
to New Sales! 


There’s no sales builder like dealer 
f signs—and no dealer signs like 


Artkraft’. Se do like America’s lead! 


ing merchandisers, 


use Artkraft* 


outdoor neon dealer signs and dis- 


cover how much more potent your 


advertising can be. 


Actual audited research proves that 
they increase sales 14.6%, make 


your advertising 5times as effective. 


Artkraft’s* mass production 
‘methods and unequalled manufac- 
turing facilities make possible 


greater value—the 


signs at moderate cost. 999/1000 
perfect (proved by audited re- 
search), they're built to last—con- 
tinue to work for you years after 
they've paid for themselves.. 


*Trade Mark Reg. U.S. Pat. Off. | FIRM 
QUALITY PRODUCTS FOR OVER 
A QUARTER CENTURY STREET. CITY & STATE 


pa i 


iss ae i ee ty, 
Arthiraft sicn company 


DIVISION OF ARTKRAFT* MANUFACTURING CORP. 


world’s finest 


1133 E. KIBBY ST., 


Please send, without obligation, details on Artkraft* signs. 

O) We are interested in a quantity of outdoor neon dealer signs. 

0 We are interested in a quantity of Porcel-M-Bos'd store front signs. 

D Please send instructions on how to set up a successful dealer sign program. 


LEONARD — 


APPLIANCES 


DEALER'S NAME 


Lowe Brothers 
== PAINTS == 


DEALER S PANEL 


: : 
DEALER NAME 


LIMA, OHIO 


that it be a secondary producer, 
turning out foam rubber to be 
marketed by other companies. 
Here Dayton reasoned that it was 
ringed with too many larger com- 
petitors for this to be feasible. 

The second decision was to hit 
hard in consumer markets, driving 
for leadership with specialized 
items. 

Much merchandising and market 
testing preceded the company’s de- 
cision. These were conducted un- 
der the direction of Herbert S. 
Waters, who was hired as vice- 
president and di- 
rector of prod- 
ucts. Before join- 
ing Dayton, Mr. 
Waters was for 
ten years vice- 
president and 
sales manager of 
Kresge Depart- 
ment Store, New- 
ark, and_- previ- 
ously spent eight 
years as sales 
manager of James 
McCreery Co., New York, and 
William Hengerer Co., Buffalo, 
both department stores. In his post 
with Dayton, Waters has charge of 
merchandising and preparation of 
all Dayton products except tires. 

Waters came into the company 
shortly after Dayton had added 
Carl W. Priesing, formerly general 
sales manager of the Ansco Divi- 
sion of General Aniline & Film, 
as vice-president and general sales 
manager. 


Herbert Waters 


ws Rike-Kumler Co., Dayton de- 
partment store, was the first test 
store in July, 1949, It put a Satur- 
day window display in, ran a full- 
page ad Sunday in the tabloid sec- 
tion of the newspaper. By noon 
Monday when the store opened it 
had 20 orders, by 5 p.m. that day 
had only one Koolfoam pillow left 
from an initial order of 300, and 
was saving the survivor for a sam- 
ple. From that sample, 800 pillows 
were sold and five reorders were 
necessary before stocks caught up 
with orders. 

As a matter of fact, Dayton still 
cannot meet store demand for the 
pillow. The advertising is aimed 
at insuring that condition. 
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The Koolfoam pillow copy wij 
appear, mostly in full pages, jp 
Life and The Saturday Ev 
Post, starting in the March 19 jg. 
sue of Life. A junior Kool foam, 
which the company plans for jp. 
fants and for sportsmen (who ean 
use it with a bedroll, or as a 
in a canoe or duckblind), will be 
aggressively promoted in outdoor 
magazines and in Parents’ Mag. 
azine, Baby Talk, My Baby ang 
Young Years. Business papers jp 
the merchandising fields will algo 
carry copy. 

In addition, Dayton will offe, 
sizable cooperative advertising 
budgets to stores, and for the firg 
time will furnish TV spots fo 
dealers. All promotion goes 
through Geyer, Newell & Ganger, 


s The thinking in market poten- 
tial is that foam rubber offers tre. 
mendous possibilities. Dayton 
thinks that last year the combined 
sales of foam rubber were prob- 
ably around $50,000,000, and in 
1950 the combined industry sales 
may be _ $200,000,000. Dayton 
started its research into foam rub- 
ber production in 1947, and tells 
its stockholders that “by mer- 
chandising these products through 
department stores and _ similar 
types of retail outlets directly to 
the consumer, we are reaching a 
field not previously covered in- 
tensively with our other products, 
The opporiunities afforded in this 
new field are enormous.” 

In foam rubber, too, Dayton will 
have to contend with many com- 
petitors. ‘ 

Dunlop has Pillo-Foam; Fire- 
stone has Foamex; B. F. Goodrich 
has BFG Foam Cushioning; Good- 
year has Airfoam; Hewitt-Robins 
has Restfoam; Sponge Rubber 
Products has Textfoam; U. S. Rub- 
ber has Koylon Foam; and Inter- 
national Latex (which, incident- 
ally, is probably Dayton’s fore- 
most competitor in the pillow 
field) has Play Foam. 


s Foam itself is an old product, 
and companies have known for 
20 years how to make it. It got 
off to a slow start, and was thor- 
oughly confused by the public 
with sponge rubber. It was little 
used, except by medical manu- 
facturers (who used it for allergic 
customers), and as padding in ex- 
pensive cars and planes. 

It is made from natural rubber 
(synthetic can be used, but has 
la pronounced odor) by two proc- 


Dont Lot the BIG ONES get owtay | 


Netting sales? You'll do better in 
the pages of TRANSPORT TOPICS, the 
only ABC paper devoted to trucking. 
Motor freight is big business. Motor- 
freight carriers spend nearly two bil- 
lion dollars a year on gas, tires, oil, 
piston rings, spark plugs, brake lining, 
batteries, replacement parts and tools. 
Nine out of ten motor-freight carriers 
read ond prefer... 


Gransport Topics 
The National Journal of the Motor-Freight Carriers 


Washington 6, D.C. 
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TT Amazing New Kind of Plow = 
now made possible by Dayton Research 
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PILLOWS’ FIRST—This is the first maga- 
tine copy for Dayton Rubber Co.'s Kool- 
foam pillows; it breaks March 13 in Life. 
Geyer, Newell & Ganger is the agency. 


s, the Dunlop and the Tallalay, 
which Dayton uses. The rubber 
men, noting that foam ranges from 
5% to 95% air, like to refer to 
itas “a froth vulcanized.” 

Dayton is gradually stepping up 
Koolfoam production from 17,000 
jillows a week to about 30,000 
weekly by mid-year. Last year, the 
industry made about 55,000,000 
pounds of foam, will double that 
figure in 1950, and triple it in 1951. 
Synthetic may subsequently be 
used, since DuPont has a new series 
of odorants which are supposed 
to make rubber products smell like 
‘mountain air.” 


s The increased production goes 
into everything from pillows to 
falsies to egg holders. The natural 
tubber supply is improving, after 
a lag in production after the 
sources were liberated from the 
Japanese, and high cost—which 
has deterred many companies from 
adapting the product-—is being 
whittled by increased production. 
Mattresses made from foam are 
now available in the $60 price 
bracket, or about half what they 
originally cost. 

In this market, Dayton has 
picked out a segment and is push- 


its copy for Koolfoam pillows, the 
company beats hard on three 
points—its comfort, its freedom 
from dust and pollen, and the ad- 
vantages of rubber (cool in sum- 
mer because it’s nearly all air), 


 istablishes New Agency 


washable, lasting, odorless and re- 
silient. 


« By now, virtually every depart- 
ment store in the U. S. has Kool- 
foam, and the company is tailor- 
ing its promotion to tie in with 
traditional department store mer- 
thandising. For instance, although 
the pillow is fair-traded at $8.95, 
the stores were permitted to sell 
it at $7.95 during January white 
sales. 

In 1949, in a chaotic tire mar- 
ket, Dayton (which made the first 
auto tires, and aggressively ad- 
vertised “cold rubber”) had a dis- 
appointing sales year; in 1950, 
foam and the pillows and mat- 
tresses are expected to assist in 
making the year successful. 


William Barton Marsh Co., with 
offices at 19 E. 48th St., New York, 
has been formed to specialize in 
the creation and production of 
public relations and advertising 
literature. The company also will 
act as consultant on all phases of 
printing production. William Bar- 
ton Marsh, formerly executive 
Partner of William E. Rudge’s 

ns, New York, is executive part- 
her of the new company. 


Alcoa Promotes Two 

John M. Mitchell has been 
tamed manager of the export di- 
Vision of Aluminum Co. of Amer- 
lta, Pittsburgh. He has been in 
charge of Alcoa sales in Mexico. 
G. B. D. Peterson, sales representa- 
tive in York, Pa., has been ap- 


Fir Door Institute Elects 


Herman Snider, general manager 
of Acme Door Co., Hoquiam, 
Wash., has been reelected presi- 
dent of the Fir Door Institute for 
1950. Other officers elected are: 
Vice-president, Charles E. Devlin, 
general sales manager, Simpson 
Logging Co., Seattle; treasurer, 
W. M. MacArthur, vice-president, 
Wheeler Osgood Co., Tacoma, and 
secretary, A. E. Lundgren, presi- 
dent of Vancouver Door Co., 
Montesano, Wash. 


To Broomfield, Podmore 


Broomfield-Podmore-Burn- 
side, Trenton, N. J., has been 
named to direct the advertising and 
merchandising of Naftex, rubber 
rug and carpet cushion, made by 
National Automotive Fibres Inc., 
Detroit. Trade publications will be 
used. 


Coca-Cola Shifts Sudduth 


George McConnell Sudduth Jr., 
assistant to the advertising mana- 
ger of Coca-Cola Bottling Co., Los 
Angeles, has been made Pacific 
Northwest district manager of Pa- 
cific Coast Coca-Cola Bottling Co., 
ag headquarters in Portland, 

re. 


Inland Opens Atlanta Office 


Inland Newspaper Representa- 
tives Inc. has opened its seventh 
office at 84 Peachtree St., N. W., 
Atlanta, under the direction of 
“Pete” Sullivan who, until re- 
cently, was general manager of the 
Press, Logansport, Ind. 


WINX Appoints Young 


WINX, Washington, has named 
Adam J. Young Jr. Inc. as its na- 
tional representative. 
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! Aayout Gan Be a Salesman 
witha... 
PROJECT-A-KIT 


THE LATEST IN 
ooLs. 


is y 
its installation to the 
or 


ONLY $27.50 


1220 W. MADISON 
CHICAGO 7, ILL. 


oo “Tools, INC. 


— 


Pointed head of the export divi- 
tion’s New York office. 


Sell by SIGHT 


ACTION 


plus low cost. 


in over 14000 movie theatres 


The selling power of television is up in lights. And we're glad of it, 
because Spot Movie ads in theatres offer you all the selling 
power of television—plus color—plus a nation-wide audience — 


Spot Movie ads sell by sight, by sound, by action, in color 
or black and white. They’re like a “short subject” 

in the theatre’s regular program. They get virtually 
100% attention of a relaxed, receptive audience. 


You can use Spot Movie ads in more than 14,000 theatres across 

the country...in selected markets...even in selected neighborhoods. 
And you can use the same films on your television programs. 

The average, across-the-country cost of spot movie ads is very low. 


In no other medium can you buy so much selling power 
for so little. Get all the facts today from one of the 
Movie Advertising Bureau offices listed below. 


NATIONAL OFFICES . 
NEW ORLEANS + 


KANSAS CITY © CLEVELAND ° 


SAN FRANCISCO 


1h is | : 
will | | 
8, in | a 
ening a o 
13 ig. . een 
r in-§ | — —— a ee oe 
0 can § == poe hy sai ela ¢ ae ee ae 
dl | ry See at, Tees | _— ae call 
Mag. | eee or takes down ina min: Tl er "ie 
i = im 22" Kodachrome me. | s 7 ee ee ee 
4 | oS = | Niet | an — 
> — es | | J clone 9 tos. | Proleo: aes e 
” Ing Case Complete es 
Offer ———— | 
rt) AS es | | 
tee |e _—— es ee hz . 
£0es a , 
nger, — eae 
weet * 2 
; tre- 
ee en 
rob- pee 
d in 
yton | ; 
rub- : ra 
tells i ~ : 
mer- ; 
ough , 
nilar | 
ly to 
ng a . 
| in- Bons, = "4 4 Be cai 
ucts, ORNS /? ae ee 
will _ 
com- J = . 
Fire- 
irich ; 
ood- its ce 
bins a 
bber ae 
tet ne 
lent- hen 
fore- re 
low eal. 3 
oat 
duet, gl 
_ ‘aa 
| 
‘ 
ee 
n eee 
3 ‘ i vertising Bureau 
: ‘ sie ertisin | 
\e e ; ; i * Motion Picture Adv. Service Co., Inc. 
I, Nat Member Companies: United Film Service, Inc. 
) = . 
. 
NEW YORK CHICAGO * . 
5 
= é x 


ides 


54 


Seelig Adds Account 


Seelig & Co., St. Louis, has been 
appointed to handle advertising for 
Princess Plastic Parties Inc., St. 
Louis. National magazines, farm 
publications, newspapers and di- 
rect mail will be used. 


Baker to Denman & Betteridge 

Ernest Baker Jr., formerly an 
account executive of Morris Tandy 
Co. and previously with Zimmer- 
Keller, has joined Denman & Bet- 
teridge, Detroit agency. 


Servi tation, store front, high- 
pa aon : “ter all types of coostion. 


FIRST COST 1S THE LAST! 


Southwestern signs retain tate qvietne! b 
ness for years with | clean —s 


WRITE FOR oanane A AND PRICES 
a ey SOUTHWESTERN 
PORCELAIN STEEL CORP. 


Diced Cream 
Franchises in 
6 More Cities 


Los ANGELEs—After a year and 
a half of marketing its Diced 
Cream in Southern California, Ar- 
den Farms is now licensing fran- 
chise holders on a royalty basis. 
Ice cream makers in six major 
cities have signed up and more 
signatures are in the offing. 

Diced Cream was introduced late 
in 1948 (AA, Sept. 20, 48) as “the 
biggest ice cream news in 50 
years.” The product consists of 
individual cartons of approxi- 
mately one-fourth pint each. It 
requires a patented package and 
packaging machinery, which were 
invented by S. M. Berch, president 
of Arden. 

Distribution and an introductory 
ad campaign are now under way in 


Dallas, by Oak Farms Dairies, and 
in Chicago by~Central Ice Cream 
Co. The product will bow before 
April 15 in Oklahoma City, Miami, 
Houston and New York. 


ws To date, national advertising 
has consisted of a full color page 
in Life last October. As distribution 
becomes national, which is antici- 
pated by late spring, Life, Look 
and other magazines will probably 
be used. Sales of franchises and 
responsibility for advertising and 
promotion of Diced Cream are in 
the hands of the newly formed 
Diced Cream of America Corp., 
which is patterned after the Coca- 
Cola marketing organization. 

Franchise holders are expected 
to carry on strong promotion, and 
are furnished a complete package 
of advertising material Arden has 
found to be most effective during 
the past 15 months. 

Included in the package are a 
Diced Cream manual for dealers; 
counter, back bar and window dis- 
play material; fluorescent banners; 
wire hangers, and newspaper mats. 
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AD PUZZLE: Can You Pick The Ad Rated Best By Advertising Experts? _ 


Suggesmen Compare thew ath a te appearance and offectiverwn Then (ced sapert: opinion on smothe page 


“Hey, Pop... your 


the Pop”. home folks... comuribnsing 
to ee pronpernty ned well hsm ot Atte ot, 


LION OIL @ COMPANY 
Stop At The Bren OF The Lion 


TUE IM Le + oprtng eet od se 
owmeg bow SiS He 


Snmey Cnwe Seth weary Samdey 
tok Mae snd mange so the Suthers woneen 


CAN YOU?—Lion Oil Co., El Dorado, Ark., 


is running a series of ads like this in 125 


southern newspapers asking readers to compare the ads, then turn to another smaller 
ad on another page to see if their judgment coincides with that of advertising ex. 


perts. In this one, according to Gardner 


Advertising Co., St. Louis, Lion’s agency, 


the experts consider the ad at left better. 


As warmer weather approaches, 
spot radio and outdoor will be 


What’s so important about YELLOW? 


Yottow, when it’s the ‘yellow pages’ in the Classified 


section of the telephone directory, means just one thing 

to buyers of all sorts of products and services... 

‘*Here’s where I can find who sells it.”’ 
Your trade-mark or brand name in the ‘yellow pages’ 


For further information, call your local Telephone 
business office, or see the latest issue of Standard Rate and Data 


over a list of your dealers... tells prospects where 
to find your product quickly and easily. This is called 
Trade Mark Service. 
Your dealers recognize the value of having their 
names and addresses brought to the attention of 
ready-to-buy prospects. This sales support helps 
them reach the 9 out of 10 shoppers who use 
the ‘yellow pages.’ 


used. Also available is a short film 
for television. Dealers pay the full 
cost of local advertising. 


ms Use of the package is not re- 
quired, although it is recommended 
on the basis that it has proved suc. 
cessful. Franchise holders are re- 
quired to follow the Arden formula 
for making Diced Cream, and must 
purchase the cartons for packaging 
from Diced Cream of America 
Corp. Equipment required may be 
purchased or leased. The royalty 
is paid on each Diced Cream unit. 

In all copy, stress is laid on the 
original campaign theme: “Ends 
irregular servings, uncertain qual- 
ity and waste...quick and easy 
to serve...complete flavor selec- 
tion with every member of the 
family able to enjoy his own favor. 
ite flavor at home.” The same copy 
points are made in promotion to 
the fountain trade. 

Foote, Cone & Belding, I.os An- 
geles, is the agency. 


CLAIMS ‘SWEETHEART’ 

CINCINNATI—G. P. Gundlach & 
Co., national ice cream sales speci- 
alist, has reported that Quality 
Chekd Ice Cream Association has 
agreed to stop using the name 
“Sweetheart” for its ice cream. 
Gundlach earlier claimed title to 
the Sweetheart name for a blend 
of cherry, coconut and pineapple 
ice cream. 

Gundlach will use a full-color 
page for Sweetheart ice cream in 
The Saturday Evening Post next 
June. 


Nugget Products Maps Drive 


Nugget Products of Canada Ltd, 
Montreal, has plans for a spring 
campaign, using animated shoe 
cartoon characters to promote 
Nugget shoe polish. The ad series 
will begin in April in both Eng- 
lish and French markets. Class “A” 
weeklies, women’s magazines, na- 
tional magazines, weekend news- 
papers, farm papers, and daily 
newspapers in selected markets 
will be used. The agency is McKim 
Advertising, Montreal. 


Nebraska Ad Managers Elect 


Robert Hunter, advertising man- 
ager of the Hastings Tribune, has 
been elected president of the Neb- 
raska Daily Advertising Managers 
Association. Dorsey McIntyre, o 
the Lincoln State Journal, has been 
named vice-president, and Gene 
Day, of the Norfolk Daily News, 
secretary and treasurer. 


To Michener & O'Connor 


Phillips Fly & Tackle Co., Alex- 
andria, Pa., has placed its adver- 
tising with Michener & O’Connor 
Inc., Harrisburg, Pa. Direct mail, 
trade publications and national 
sports magazines will be used. 


Proctor Promotes Obert 

W. L. Obert has been named as- 
sistant sales manager for distribu- 
tor sales of Proctor Electric Co, 
Philadelphia. He joined the com- 


pany’s advertising department it 
1946. 
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Census to Disclose 
Big Negro Gains, 
‘Ebony’ Reports 


Cxuicaco—When the 1950 Census 
of Population is completed, it will 
show that American Negroes have 
increased 2,500,000 in number since 
1940 to well over 15,000,000; that 
the average Negro family’s income 
has jumped from about $500 to 
$1,400 a year, and other figures 
showing gains for Negroes. 

This is reported in the April 
issue of Ebony, which obtained its 
data from Dr. Joseph R. Houchins, 
specialist in Negro statistics with 
the Bureau of the Census. 

Ebony’s article says the figures 
on changes from 1940 to 1950 “re- 
flect the greatest progress of col- 
ored America in any single dec- 
ade.” 


s Among the facts noted: 

Negroes now comprise more than 
one-tenth of the population. Their 
birth rate is higher (nearing 28.2 
per 1,000 vs. 21.7 in 1940), the 
death rate is lower (13.9 per 1,000 
down to 11.4), and the Negro popu- 
lation gained 11.6% in the past 
decade while the white population 
gained 7.5%. 

During the ’40s there was a great 
exodus of Negroes from the South, 
so that the Negro people declined 
from 74.4% to 63.5% of the South’s 
population. More Negroes still in 
the South are in cities, too. 

Negro educational levels are up 
an average of a year for those over 
14. 

In employment (this for Octo- 
ber, 1949), 90.3% of Negroes were 
employed, compared with 94.7% 
of whites. Half the Negroes were 
working in jobs other than farm 
and common labor, for a change. 

The number of Negro home- 
owners jumped from 24% to 34% 
in the decade. 


Resigns Post in PR Firm 


Will Yolen, president of Yolen, 
Ross & Salzman, public relations, 
has resigned and sold his interest 
to Hal A. Salzman. Mr. Yolen will 
continue as general consultant for 
the company, as well as for other 
public relations organizations. 


Ryan Joins Donahue & Coe 


James F. Ryan, for the past four 
years with Leo McGivena & Co., 
New York, as a copywriter and ac- 
count representative, has joined the 
staff of Donahue & Coe, New York, 
as an account executive. 


Raymer Names Kratt 


Reynold R. Kraft, formerly of 
the NBC-TV network sales depart- 
ment, has been named vice-presi- 
dent in charge of television of the 
Paul H. Raymer Co., New York, 
station representative. 


BBSoasoee,. 


in the basic source 
OF MARKET INFORMATION 


* Industrial Marketing’s 
; INDUSTRIAL MARKET DATA BOOK 


%. 


Ofters Mail Order Listing 


New York World-Telegram & 
Sun will offer a new mail order 
directory starting March 11. The 
directory will have the lowest line 
rates of any New York paper and 
preferred position in the main news 
section, according to Richard A. 
Murray, advertising director. 


RTTV Promotes Rovick 


John D. Rovick, director of pro- 
gram operations and film director, 
has been named sales service co- 
ordinator of KTTV, Los Angeles. 
He succeeds Ralph Tuchman, who 
is now on special assignment on the 
station’s daily television news op- 
eration. 


Sponsors ‘Lucky Pup’ 

Quaker City Chocolate & Con- 
fectionery Co., Philadelphia, will 
sponsor the Wednesday telecast of 
“Lucky Pup” (CBS) starting 
March 8. Adrian Bauer is the 
agency. 


Spooner Sets Up 


Textile Sales Firm 


New York—John A. Spooner, 
formerly advertising director of 
Textron Inc., and Burlington 
Mills, New York, now heads a new 
textile sales organization, the 
Spooner-Pulte Textile Co. 30 
Rockefeller Plaza. 

The new company will represent 
mills in sales of finished cotton 
and rayon fabrics. It will special- 
ize in dealing with resident buy- 
ing offices, chain stores, mail or- 
der houses and wholesalers re- 
quiring their own private labels, 
Mr. Spooner told AA. 

F. E. Pulte, formerly associated 
with Carl Byoir & Co., public rela- 
tions consultant, and the Sanders 
Textile Industries of Mississippi, 
is executive vice-president of the 
new company. 


Courtland Palmer, secretary- 
treasurer, formerly was president 
of the Douglas Mills, the Du Court 
Mills and the Russellville Mills. 
He is an attorney. 

For the time being, Mr. Spooner 
told AA, no advertising is con- 


templated. 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nat onally 
by Burn-Smith Co. Ine 


* and sybsidiary 


Plant— 224) South | 


ADVERTISING PROFESSION 
‘Sales Portfolios » Advertising Specialties _ 
Die-Cutting + Mounting « Paper Lining, etc. 


@ SERVICE BINDERY co., INC. 
| SERVICE MOUNTING & FINISHING CO. 


Wabash AvenueeC! 


New Phone—CAlumet 5-3224 


“VM SORRY THESE SALES 
BULLETINS HAVE BEEN DELAYED, 
BUT WE HAD TO CUT AN ADDITIONAL 


LOCK FOR THE WATERMARK . ieee 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


SET OF STENCILS TO 
FINISH THE RUN.” 


100-SHEET 
TEST PACKET OF 
HAMMERMILL 


stencils... 


““HAMMERMILL 
ADVERTISING SAYS THAT 
WE SHOULD EASILY GET 5000 
COPIES FROM ONE STENCIL 
IF WE USE HAMMERMILL 
MIMEO-BOND. LET’S 
TRY IT.” 


Your mimeographed mailings go out 

on time when you run them on Hammer- 

mill Mimeo-Bond. That’s because this 

crisp, lint-free paper won’t clog your 

permits operators to turn out 

longer runs of attractive, readable copies 

from one set of stencils. Hammermill 

Mimeo-Bond comes in white and 7 dis- 5 
tinctive colors, enabling you to put your 
message on a “signal system” color that 
will readily identify it. 

For printed headings on bulletins, sales 
letters, price lists and many other forms 
on which mimeographing is done, your 
printer will be pleased to supply Ham- 
mermill Mimeo-Bond. 

Test Hammermill Mimeo-Bond FREE 
in your own office! Send coupon for 100- 
sheet test packet plus the helpful Ham- - ' 
mermill idea-book “Better Stencil Copies.” 


.- Wb 


ee 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE —the 100-sheet packet of Hammermill Mimeo- 


Bond and a copy of “Better Stencil Copies.” 


(Please attach to, or write on, your business letterhead) 


AA-3-6 
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Votce of the Advertiser 


Credit for Business Paper 
Study Belongs to ABP 


To the Editor: May I express my 
appreciation of the editorial in 
your Feb. 6 issue on the Business 
Paper Continuing Study, and also 
a strong endorsement of the view- 
point expressed. 

It seems to me that the good in- 
tent and the good faith of the busi- 
ness papers has been rather abun- 
dantly demonstrated both in money 
and effort in bringing the ARF 
project to its present state of de- 
velopment, and by the three-paper 
project which is currently under 
way. 

Now it seems to me only fair and 
appropriate that the advertisers 
and the agencies in some way 
indicate their concrete interest in 
this type of research. Certainly 
we, on the publications’ side, will 
be eager to carry on this damnably 
expensive undertaking if the fel- 
lows on the buying side make it 
adequately evident that this is 
what they really want. 

Please don’t think I am belittling 
your fine editorial when I go on 
to say that I wish you had included 
mention of the fact that this costly 
and time consuming activity has 
been subsidized by the ABP, and 
that it’s sponsored by the Adver- 
tising Research Foundation. De- 
spite all of the publicity and con- 
versation about the Continuing 
Study there are still too many 


This department is a reader’s forum. Letters are welcome. 


people who are unfamiliar with 
its organizational setup, or its fi- 
nancial support. 

Again, thank you for a timely 
and very pertinent editorial state- 
ment. 

WILLIAM K. BEarp Jp., 
President, Associated Business 
Publications, New York. 

Mr. Beard is right. The editorial 
should have made it clear that As- 
sociated Business Publications sub- 
sidized and sparked the project. 

ee @ 
Sensitive Soul Finds 
‘Death’ Sequence ‘Irreverent’ 

To the Editor: The Feb. 6 issue 
of ADVERTISING AGE carried, on 
Page 48, a series of allegedly funny 
pictures and captions depicting a 
character at a sales meeting. Ap- 
parently the writer, Mr. Kellogg, 
was inspired by the breakfast food 
of that name, for the strip was 
nothing more than pure corn. 

And I am sure that many of your 
readers will, along with me, re- 
gard this pathetic attempt at hu- 
mor as highly irreverent. Bandy- 
ing about the name of Catholi- 
cism’s most exalted form of wor- 
ship, the holy Mass, is certainly the 
epitome of irreverence. Equally 
uncalled for was the reference to 
the last rites of the church. 

If ADVERTISING AGE considers the 
strip as being presented “with 
rather startling, and extremely 


funny, boldness,” I am afraid that 


Yf/. two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


= Uf, advertising space at 


reasonable rates. 


335,585 DAILY * 268,044 SUNDAY + REPRESENTED NATIONALLY BY THE BRANHAM CO. 


It produces sales. 


Wong ve 
— Dan p 
J iad] 


I must disagree. Startling and 
bold? Yes. Extremely funny? NO! 
Extremely unfunny. 
I shall henceforth seek my hu- 
mor in the pages of The New 
Yorker. I cannot trust the judg- 
ment of ADVERTISING AGE as to 
what is and is not funny. 
Davin C. CHOPIN, 
St. Louis, Mo. 
Luigi Pacelli, Ethicon salesman 
who posed for the sequence, is a 
devout Catholic and presumably 
at least as competent to judge “ir- 
reverence” as is Reader Chopin, 
since he is a nephew of Pope Pius 
XII (Eugenio Pacelli). 


‘Salesman‘s’ Popularity 
Keeps ‘Ethigram’ Staff Busy 

To the Editor: As a result of the 
appearance of the strip of pictures 
[the “Death of a Salesman” se- 
quence] in ADVERTISING AGE, we 
have had requests for approxi- 
mately 2,200 copies of our little 
newspaper, “Chicago Ethigram,” 
in which the strip appeared. 

In fact, one large firm offered 
to buy 2,000 copies, “to show our 
jobbers throughout the country 
what might happen if we did not 
skillfully plan our jobber sales 
meetings.” 

So, “Chicago Ethigram” is back 
on the press for a re-run of many 
more copies than were in the first 
edition. 

ADVERTISING AGE 
out of obscurity. 

GeorGE A. KELLOGG, 

Vice-President, Ethicon Suture 

Laboratories, New Brunswick, 

N. J. 


has lifted us 


Salesman Gets Framed 

To the Editor: We would like to 
have an additional copy of the Feb. 
6 ADVERTISING AGE, 

We must frame the “Death of a 
Salesman.” 

Frep DIENER, 
Advertising Department, J. H. 
Filbert Inc., Baltimore. 
eee 


5th Place in Ad Revenue 
for ‘Chicago Tribune’ 
To the Editor: The Feb. 13 is- 
sue of ADVERTISING AGE carried a 
letter from Warren W. Andrews 
asking where the Tribune stood 
in volume of advertising revenue 
in 1949. 
ADVERTISING AGE’s editor made 
a pretty good guess. According to 
the figures which have been pub- 
lished, the Tribune in 1949 ranked 
fifth after Life, National Broad- 
casting, Columbia Broadcasting 
and The Saturday Evening Post in 
total net advertising revenue. 

W. J. BYRNEs, 
Manager, Promotion & Pub- 
licity, Chicago Tribune, Chi- 
cago. 
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Handles Johannesburg Drive 
for Emigrant from U. S. 

To the Editor: This agency is a 
subscriber reader to the ADVERTIS- 
ING AGE and are always very in- 
terested in the news items con- 
cerning advertising trends and ac- 
tivities in the U. S. A. We are of 
course fascinated by the princely 
sums appropriated by some of the 
big boys on your side of the At- 
lantic. We wonder if you would be 
interested in some news from our 
side? 

Old Dutch beer has emigrated 
from the United States and is now 
being brewed here in Johannes- 
burg and we are undertaking the 
advertising on its behalf. The 
brewery, when fully completed, 
will be the most modern in the 
Union of South’ Africa. Sales will 
commence on March 1 in the 


tribution will be extended to the 
other three provinces later. 

The Old Dutch advertising pro- 
gram embraces a one-week pre- 
liminary press campaign using 6” 
over 2 columns. This will be fol- 
lowed by the primary press cam- 
paign using larger space, with the 
line “Old Dutch-Better Beer” and 
featuring package identification. 

There is also to be a weekly 30- 
minute radio program over the 
new Springbok Radio, produced by 
Michael Silver of Commercial Ra- 
dio Corp. of Africa. The Springbok 
Radio network is South Africa’s 
first venture in commercial broad- 
cast and commences May 1. 

Outdoor advertising will be cov- 
ered by 48 sheet poster sites, neon 
signs, wall plates and reflex signs 
on trunk roads. 

Advertising here in South Africa 
has some peculiar problems. Our 
white population over the age of 
16 years is for instance only 1,- 
620,000. We have two official lan- 
guages, English and Afrikaans. 
Circulation figures are low (our 
one and only newspaper that can 
be described as “national” has 
only 253,000 circulation). However, 
in spite of it all, we will manage 
to do a hard selling job for our 
advertisers. 

We hope that you will find some 
interest in the foregoing and this 
letter comes to you with our best 
wishes for 1950. 

E. J. SMirTH, 

Account Executive, African- 

Adservice Ltd., Johannesburg. 


Finds Hair-Raising Makeup 

To the Editor: The enclosed tear 
sheet shows how the makeup man 
on the Washington Post added im- 
petus to The Thomas (scalp treat- 


Poyrs were to busy buyern “They endid have eared « 
lime in finding Typewriter. Stationers, Furniture and dosene of 


i 
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other (hinges. New, instend of reiging the roof. B J. simply jooke 
in Une Yellow Pages, hie Clastified Telephone Directory, Th 
Coesepeake & Potomen Telephone Company 


: " WO 


for Free Appointment 
IF HAIR WORRIES YOU 


© ff combing, brosting, seratching, waslsing, snd wish-. 
| ing have net removed thine aggravating dendrufl 
erghen from your scalp, it's time fer yod te phone a 


Thewses expert an 


range for @ tree, personal ran 
voy belt and e sip mond tice 


ment) ad by placing a “hair-tear- 
ing” classified telephone directory 
ad immediately above it. 

C. R. SwWINEHART, 
Advertising Manager, The 
Thomas’, Chicago. 


Invites C. M. to Be Judge 


To the Editor, attention Creative 
Man: Your column in the Feb. 6 
issue crystallized exactly what I 
had been trying to find wrong in 
my own mind with the American 
Airlines ad. 

I was with American for many 
years and in many respects they 
are a very fine company. Person- 
ally I did not quite like the ad 
but did not know what was wrong 
with it. Thanks for telling me. 


Some time won’t you select our 
TWA service on one of your trips 
and tell me what you do and do 
not like about it and also maybe 


Province of Transvaal only. Dis- 


some time you would tell me| 
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(preferably privately, but you can 
have your own way) what you do 
and don’t like about our advertigs. 
ing. 
R. S. Damon, 
President, Transcontinental & 
Western Air Inc., New York. 


Michelson Gets a Warning 

To the Editor: Lawrence J. 
Michelson (Champions Peanut 
Cause—AA, Feb. 6) really is not 
far-sighted in championing peanuts 


Below the ad manager of the 
Salisbury (Md.) Times 


About “impulse lumber 
buying” in 
SALISBURY, Md. 


You can’t stack a pile of lum- 
ber alongside the cash register 
for the so-called impulse sales. 
But this a local lumber yard, 
with six branch yards on the 
Eastern Shore, did do — using 
nothing but white space, words, 
prices and a few illustrations 
each week in the Salisbury 
(Md.) Times. 

Last June they started a dis- 
cussion about “Why You Should 
Build NOW.” Some of the ads 
ran four full columns. Others 
used 200 lines on 5 and 4 col- 
umns (two ads a week). 


Whot stirred the 
“impulse to build NOW"? 


Three ideas were used: first, 
owning a home on the Eastern 
Shore is a good investment any 
time. Second, a complete range 
of prices for completed homes 
was listed — from $4,500 to 
$8,000; and finally, a free offer 
to talk things over with anyone. 
P.S. They just bought their 
seventh lumber yard to fill the 
needs of our home builders. 
No, we’re not bragging, but it 
does seem odd. 

Do you advertise or sell any- 
thing used in a home? If you 
do, you can follow in the wake 
of the local lumber campaign 
and sell anything from a fan 
to venetian blinds, a stove or a 
trick garage door. The plowing 
has been done. Want more de- 
tails about this rich, lush mar- 
ket? Drop me a line. My time 
is your time when you want 
something done in Salisbury. 


OUR 7 PAPERS 


©® CANTON (OHIO) REPOSITORY 

©@ STEUBENVILLE (OHIO) HERALD-STAR 
© SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 

SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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over chestnuts simply because “we 

do not have a chestnut account in 

the office.” 

If the government squeeze per- 
sts, the Chestnutts may be need- 
jpg an agency for several reasons. 

If that time comes, we'll say 
iskidoo” to Mr.. Michelson’s agen- 

! 

4 EpGAR CHESTNUTT, 
Advertising Manager, Arkan- 
sas Power & Light Co., Little 
Rock. 


's Individual Action 
at Counts, Editor Holds 

To the Editor: The leading ed- 
jtorial in the Feb. 6 number of Ap- 
TISING AGE was a disappoint- 
ment to me. 

If there was ever a time that we 
should insist that every business 
man be allowed to run his own 
pusiness as he sees fit, doing busi- 
ness with whom he wishes with- 
out any government control, now 
is that time. 

In the fourth paragraph you re- 
fer to this ability of freedom of 
action as a “well established rule 
of law.” 

In the seventh paragraph you 
refer to it as a “capricious and 
arbitrary action.” Perhaps I am 
confused, but if so I wish you 
would straighten me out. . 

Do you really mean that you 
would not support the Mansfield 
Journal and the Lorain Journal? 

Cart G. VIENOT, 

President, Carl G. Vienot Inc., 

Boston. 

AA supports the right of every 
advertising medium to accept or 
reject advertising as it sees fit. But 
it still hopes that no medium will 
exercise that right capriciously or 
arbitrarily. To do so might even- 
tually cause circumscription of this 
now well recognized legal right. 


‘Cleveland Press’ To Give 
Retailers AA Editorial 
To the Editor: May I have per- 
mission to reprint your swell edi- 
torial’ of Jan. 30, entitled, “A 
Warning to Merchandisers”? I 
would like to send it to our local 
retailers’ list with ample credit, 
of course. 
Your sound advice applies to 
today’s retailing, too, and I think 
would aid local merchandising. 
GRANT STONE, 
Advertising Director, The Cle- 
veland Press, Cleveland. 


They're Free While They Last 
To the Editor: With your per- 
mission we had copies reprinted 
of “A Warning to All Merchan- 
disers” which appeared in ADVER- 
TISING AGE Jan. 30, 1950. 

I am sending you a copy here- 
with and again want to thank you 
for your kindness in granting us 
permission. 

DONALD V. BUTTENHEIM, 

General Manager, Contractors 
& Engineers Monthly, New 
York. 
A limited number of reprints of 
this editorial, which has created 
considerable interest, are available 
without charge. 


Creative Man Gets Bouquet 
from Grateful Reader 

To the Editor: I read ADVERTIS- 
ING AGE regularly, and not only 
enjoy its many features, but de- 
tive a great deal of help and in- 
formation from the material pre- 
sented. 

I am writing primarily to com- 
ment favorably on “The Creative 
Man’s Corner.” His ability to eval- 
uate advertising is above average, 


. and his comments are seasoned 


with common sense and subtle 
humor. Those who are closely as- 
Sociated with the creative phase 
of advertising should most cer- 
tainly be grateful for the service 


that you render to them through 
his column. Will you please con- 
vey my comments to this gentle- 
man? 
CaRL HEINLE JR., 

Drycleaning Division of Dical- 

ite Division, Great Lakes Car- 

bon Corp., New York. 

e © e@ 


Agency's Window Provides 


a ‘Center of Things’ View 

To the Editor: They didn’t have 
to do it, but they did. 

When The Saturday Evening 
Post wanted to illustrate Wesley 
Stout’s “Why New York?” feature 
in the Feb. 11 issue, they came 
and took the picture from our bay 
window. 

There it is, on Page 27—“Madi- 
son Ave. and 42nd St.”—just as we 
look at it every day. We’ve been 
saying that we’re right in the cen- 
ter of things, doing exciting things 
every day—and we certainly be- 


lieve “New York is the great suc- 
cess among cities,” as the Post 
says. 

It’s always good to have others 
say what you think. 

C. RALPH BENNETT, 
Vice-President-Creative Di- 
rector, Fred Gardner Co., New 
York. 


a“ o * 
AA Story Stirs Interest 
in Rish Co.'s Sales School 


To the Editor: I have waited 
a long time to thank you for all 
that you did to make our traveling 
sales school the success it was, but 
my gratitude is all the more pro- 
found despite the delay. 

Frankly, we didn’t think we had 
anything unusual in the trip un- 
til you and your great publication 
took an interest in it. After that 
our manufacturers and our own 
personnel really got enthused! 

Here is a homespun little piece 
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we are getting out on our own 
model 1250 Multilith offset ma- 
chine for the information of our 
personnel and the manufacturers 
we visited. 

H. Epwarp STEELE, 
Advertising Director, Rish 
Equipment Co., Bluefield, W. 
Va. 


TOPFLIG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


VMPANY 


MATRIX CO 


517*SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Increase.in Sales 


for one Drug Product Advertised in GRIT 


Today this product is a standard item in more than 
130,000 medicine cabinets in GRIT America. 


And GRIT readers show a definite preference for 
branded products advertised in GRIT*: 

A Cough Syrup, 5 times more sales than nearest 
competitor—a Laxative for Children, 5 times more 
sales than nearest competitor—a Hair Tonic doubled 
sales volume, going 50% ahead of nearest competitor. 


Three million weekly readers of GRIT, in 16,000 


True Small Towns, make up the profitable GRIT Market. 
These readers prefer GRIT. 


GRIT Families are large. They have steady 
incomes and brand-conscious buying habits. 
94% buy Shampoo, 91% buy Hand Lotion 
or Cream, 80% buy Cough Drops, 89% 

buy Laxatives for Adults, 92% buy 

Tooth Paste, 91% buy Razor Blades. 


GRIT sells for its Advertisers 
... it can sell for you! 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 


XU 
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Gamma Alpha Chi Elects 


The New York alumnae chapter 
of Gamma Alpha Chi, national 
professional advertising sorority, 
has elected the following officers: 
President, Polly Gade, director of 
home economics, Charles W. Hoyt 
Co.; vice-president, Ruth Kinyon, 
research director, Charles W. Hoyt 
Co.; secretary, Mae W. Carlysle, 
advertising and publicity director, 
Dictograph Products; and treas- 
urer, Harriet Rex, copy depart- 
ment, J. Walter Thompson Co. 


Joins Avery & Bruguiere 


Margery Jones, formerly in the 
copy department of Hale Bros., San 
Francisco, has joined Avery & 
Seats, Advertising, San Fran- 
cisco. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 
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‘Quaker Show,’ Started 
in 1948, Seen by 63,000 
in 6 Plant Communities 


Cuicaco—About two years ago, 
Quaker Oats Co. decided to bolster 
company prestige in plant city 
communities. 

After lengthy discussions of 
ways and means for doing the job, 
company officials decided to work 
out a combination open house-ex- 
hibition, which would carry a ma- 
jor portion of the burden. 

The “Quaker Show,” as the pro- 
ject was dubbed, opened in Sher- 
man, Tex., on Sept. 13, 1948. About 
10,000 visitors (the population of 
the community is 20,000) swarmed 
through the plant, clustered around 
the exhibit booths, watched one of 


ae great news services...outstanding 
sports and financial coverage...17 of America’s 
most popular comics...9 local and 23 top-flight 


syn 
a Lip 


‘torial 


, Vitality 


dicated features including Walter 
pmann, Bugs Baer, Drew Pearson, 
Eleanor Roosevelt, Alice Hughes, 
Susan Parker, Hedda Hopper, 
Victor Riesel, Ed Sullivan, 
Joseph and Stewart Alsop 
and many others...give the 
Courier-Express an editorial 


vitality which has made it Buffalo’s best liked 
and best read newspaper. 


It Gets Results 
BECAUSE 


It Gets Read 


Thoroughly. 


MORE FURNITURE BUYERS 
SEE YOUR ADVERTISING 
WHEN IT APPEARS IN 


THE NATION'S LEADING 
HOME GOODS MAGAZINE 


(Write for your copy of “Execu- 
tive Reading Habits and Pref- 
erences in the Home Goods In- 
dustry” by Dr. Albert Haring, 
Indiana University.) 


ublished by MATIONA 


SOCIATION + 666 Lo 


Quaker Oats Builds Prestige with 
Combination Exhibit-Open House 


Quaker’s Aunt Jemimas flip pan- 
cakes, and vied to shake the paw 
of Rin-Tin-Tin III. 

To date, a total of 63,000 per- 
sons have accepted the company’s 
invitation to attend an open house. 


ws On March 28, 1949, 13,000 peo- 
ple in St. Joseph, Mo., came to 
the local plant to see the Quaker 
Show. In April, the Cedar Rapids 
plant welcomed another 13,000. 
The show played Rockford, IIL, in 
May; Tecumseh, Mich., in June, 
and Akron, O., on Oct. 3. 

Encouraged by the enthusiastic 
reception in all the communities 
visited, Quaker Oats this year will 
hold the combined exhibit and 
open house in Pekin, Ill: on May 
10, and later take the traveling 
show to Memphis and Marion, O., 
later moving to Depew, N. Y. 
(near Buffalo), Los Angeles and 
Portland, Ore. 

Company officials eventually 
may send the show to the 25 cities 
where it maintains sales offices 
and to more than 60 communities 
where Quaker has grain elevators. 

Although the over-all program 
is designed to explain the workings 
of the entire company, the accent 
in each community is local. 


s In Akron, for example, where 
the packaging plant is located, lo- 
cal officials designed a display on 
comparative packaging methods 50 
years ago and today. 

Since Pekin, IIll., is the home of 
Quaker’s paper-making plant, spe- 
cial local displays on paper man- 
ufacturing processes will be fea- 
tured. The Depew, N. Y., factory 
makes Muffets, and local exhibits 
will be built around that product. 

The company spaces the shows 
at least a month apart, to give 
plant executives time to do the 
necessary spadework with news- 
papers, radio stations, schools and 
clubs. 

Results have been astonishing to 
Quaker. In addition to the dozens 
of newspaper clippings and com- 
ments by radio announcers, pub- 
lic school officials have supported 
Quaker Show wholeheartedly. 

In St. Joseph, the school super- 
intendent prepared a special four- 
page study unit outlining proced- 
ures for using the open house as a 
teaching device for students in 
grade and high schools. 

In Cedar Rapids, school officials 
prepared similar study units for 
high school and college students, 
and other projects were prepared 
by educators in Akron and Te- 
cumseh, Mich. 


# As visitors enter the local plant, 
they are greeted by top local of- 
ficials and guided toward the do- 
zen colorful booths, which deal 
with agricultural research, nu- 
trition studies, chemical develop- 
ment and employe relations. 

For entertainment, Rin-Tin-Tin 
III performs against a backdrop 
of Ken-L-Ration; Aunt Jemima 
makes golden brown pancakes, 
with appropriate good-humored 
patter, and Quaker’s Mary Alden 
whips up batches of oatmeal cook- 
ies and hands out samples to all. 

A part of each plant is kept in 
operation and visitors are guided 
past the machines, whose opera- 
tions are carefully explained. 

To create the proper atmosphere, 
records are played over public ad- 
dress systems. At intervals; brief 
announcements carry the names of 
employes who have lengthy ser- 
vice records, tell how much the 
plant pays in taxes and mention 
the size of the weekly payroll. 

One of the most gratifying re- 
sults of the show is the large group 
of unsolicited letters written by 
visitors after they attend the 
open house. 

In a “thank you” note to “dear 
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The Eye and Ear Department 


everything you do. 
Personality attracts a kind 


Broadway night club overtones. 


life. 
hind them? 


There’s such a thing in human nature as character. It’s not 
quite the same thing as personality. Generally, personality igs 
something you can’t help. It comes from good health, good looks 
and a particular kind of nervous system. 

Character, on the other hand, 
ingly. You really work for it. But, once you get it, it permeates 


commands respect and admiration. 

One of the troubles with a lot of radio programs is that few 
of them have character. A good deal of them have personality, 
but some of them don’t even have that. 

Take the “Jack Smith Show” sponsored by Oxydol over CBS 
at 7:15 Monday through Friday. 
show with those horribly silly boy-and-girl-talk introductions 
to the various numbers. Smith sings like an ex-cowboy with 


and Margaret Whiting, who share the numbers with him. 

The show is obviously fabricated and as genuine as a plugged 
nickel. Personalities. Light talk. Popular songs. And the com- 
mercials—“the whiter, whiter soap for a whiter, whiter wash”’—~ 
ring just as empty. The whole show sounds too professional, too 
tired, as if put together by formula but never really brought to 


Lots of shows like that on the air, too. Can it be the people be- 


is something acquired painstak. 


of curious interest. Character 


It’s a pure song and commercial] 


He has guests like Dinah Shore 


employes,” a fifth grader wrote: 
“We know the machines worked 
by electricity, but they looked like 
they were magic.” 

Initial cost of the promotion was 
approximately $23,000. In addition, 
the company figures that it spends 
about $3,000 extra for every 15,000 
visitors. 

But when salesmen report sur- 
prising sales increases in local gro- 
cery stores, and when fan letters 
like the one from the fifth grader 
pour in, company officials are con- 
vinced that the investment is 
worth every cent. 


Appoints Adams Agency 

A. D. Adams Advertising, New 
York, has been named to direct 
the advertising of Elliott Labora- 
tories, New York, manufacturing 
sales and service organization for 
electronic test and measuring 
equipment. Direct mail and trade 
publications will be used. 


Names Freiberger Agency 
Curt Freiberger & Co., Denver, 
has been named to handle the ad- 
vertising of Eagle’s Nest Ranch, 
a resort development to be built 
ng shores of Green Mountain 
e. 


Worcester’s Wondrous Twins: High Buying 


Power and Intensive Newspaper Coverage 


for thought 
from the 


Worcester Market 


Look into Worcester’s market baskets for evidence 
of a growing, prosperous, major, Central New England 
Market, Lively appetites in the City of Worcester alone 
run up an annual food bill of $66,230,000* —an average 
of $316 per capita, topping the nation’s per capita food 
sales by $103. Worcester County, with annual food sales 
of $144,617,000, is an enlargement of this food retailers’ 
dream market, with per capita food sales of $267 in the 
1,500 retail grocery stores in the area. 


Figures worth thinking about? To reach this huge 


food market, advertise in 


the Worcester Telegram- 


Gazette, the newspapers that blanket the area. Daily 

circulation in excess of 140,000. Sunday over 100,000. 
* Source: Copyright 1949, Sales Management Survey of 
Buying Power; further reproduction not licensed. 


Th TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
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; : GEORGE F BOOTH Pubsher- 
MOLONEY, REGAN & SCHMITT, INC, NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


first ne 
single-c¢ 
that lets 
tritive 1 
are aske 
gles; $5 
The c 
the rem 
Spokane 
Chronic! 
land Jon 
Bulletin 
Angeles 
Wednes« 
paper. 
Botsfc 
ner, Sea 


Bp .. 
- eee? 
i | . 
. 
. 
: . 
a + 
gi 7 
ah “4 
. 
$ Goo 
pS 
7 ne |); Try 
” 
; Nott 
4 4 - 
3 5 . ° . 
, po a a eee Le ee $ Room 4 
" a | © Fomovs 
oa © poy $5 
a | es ||: 
ee IMPROVE 
~ - Starve Feuill &-Company $5 rever 
BEET TS eT RT | NN ooo Jingle 
ms | for O 
: | : on Pc 
i SEATT! 
eee Oyster C 
aie ing on ¢ 
i has turn 
re | paper cé 
fe ers to he 
be The « 
Boalt | 
™ a | | SS | 
a B , | WA a 
a - U FRA Lo U ‘< = 
“s Our] er). | V8 
oe i ise 2 Sadie ‘ \ 4 
Pe gs hy P R ESS mt AN Xr- ' Texas | 
ee Raia rc | QR | Public 
oe » ARO, meses ii () turers . 
® & scorn, . launche 
promoti 
, | x- 
Texas Y 
Co., Hot 
ial Te Ter te ee ee | motion. 
= Booke 
ss 
a “~ 
a <e) > ‘Saeed a 
af ee F 
‘ / 
ma / 
f 
i es a 
. Jar 
/ 
; / 
: / 
, a 
re / 
re / =~ 
ee , : 
+3 / po 
mA f 
F : aes | i ‘ " - <e, o~ 4 « ee 
7 ze _ be 
influential with the executives who buy forthe Furniture and Home caer el | 
~ Furnishings stores that do 85.4% of the total industry volume, | en 
ig ete as Wc COMME evi Lurie ws Ss } i aoe 4 
= ae § sesase spneste: \ ae | 
os ke Shore Drive * Chicago 1) | | 


19% 


e383 


k~ 


Advertising Age, March 6, 1950 


Pacific oysters are a treat, 
Good for health and good to eat. 
Try them fried or in a stew, 


Nothing else so good for you. 


Send your Oyster jingle to the 
PACIFIC COAST OYSTER GROWERS ASSH., 
Room 4, Ferry Dock, Seattle, Wash., and we 
will send you @ recipe folder of the "6 Most 
Famous Oyster Recipes.” in addition, we will 
poy $5 for each published jingle. 
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Jingles Tell Story 
for Oyster Growers 
on Pacific Coast 


SEATTLE—The Pacific Coast 
Oyster Growers Association, work- 
ing on a slim advertising budget, 
has turned to a small-space news- 
paper campaign and invited read- 
ers to help tell the story. 

The association has begun its 
first newspaper campaign with 
single-column 42-line advertising 
that lets jingles tell about the nu- 
tritive value of oysters. Readers 
are asked to submit their own jin- 
gles; $5 is paid for each one used. 

The campaign will run during 
the remaining “R” months in the 
Spokane Spokesman-Review and 
Chronicle, Seattle Times, Port- 
land Journal, San Francisco Call- 
Bulletin, Oakland Tribune and Los 
Angeles Examiner. Ads appear on 
Wednesdays, three in each news- 
paper. 

Botsford, Constantine & Gard- 
ner, Seattle, is the agency. 


Texas Lumber Group Plans 
Public Relations Program 


The ‘‘exas Lumber Manufac- 
turers Association on March 1 
launched a public relations and 
promotional program to promote 
the state’s lumber industry and 
Texas Yellow Pine. Booke-Hust & 
Co., Houston, is handling the pro- 
motion. 


. 


Booke-Hust & Co. was formerly 


If you're seeking strength 
and virility | 
and wish to avoid senility, | 
eat oysters with all 

your ability. 

Send your Oyster jingle to the 
PACIFIC COAST OYSTER GROWERS ASSW., 
Room 4, Ferry Dock, Seattle, Wash., ond we 
will send you o recipe folder of the’ "6 Most 


Famous Oyster Recipes.” in addition, we will 
pay $5 for each published jingle. 


IMPROVEMENT—Pacific Coast Oyster Growers Association began its small-space 

newspaper campaign with copy like that at left. When it shifted to ads with the 

$5 reverse plate arrow, returns doubled. Botsford, Constantine & Gardner handles 
the advertising. 


known as Stephen B. Booke & Co. 
until Hurley G. Hust joined the 
organization a month ago as a 
partner. Mr. Hust was formerly 
a vice-president of J. M. Mathes 
Inc., New York. 


PIB Adds Seven Magazines 
to Its 1950 Service 

Publishers Information Bureau 
will measure the advertising of 
seven additional magazines in its 
1950 report. These are Argosy, 
Atlantic Monthly, Boys’ Life, 
Flair, Gourmet, Harper’s Magazine 
and Puck—the Comic Weekly. 
With these, PIB’s monthly reports 
for 1950 will cover 85 general mag- 
azines or groups, six national and 
regional farm magazines, and 
eight magazine sections of Sunday 
newspapers. 

PIB will continue its monthly 
network radio report. Its network 
television report, quarterly before, 
will be put on a monthly basis in 
1950. About March 15, PIB will 
issue its annual expenditure re- 
port, “National Advertising Invest- 
ments in 1949,” which will show 
expenditures, company by com- 
pany, product by product, and 
medium by medium, for companies 
investing $25,000 or more in any 
— included in the PIB ser- 
vice. 


Ganong Named Copy Chief 
Miss Polla Ganong; formerly as- 

sociated with Humphry Co., Bat- 

ten, Barton, Durstine & Osborn, and 

Saks 34th St., New York, has been 

named head of the copy depart- 

wat at Van Diver & Crowe, New 
ork. 


Engraving Cipro 
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Chicago TV Meet 
Will Feature Video 
Research Spokesmen 


CuicaGo—Representatives of A. 
C. Nielsen Co. and the Hooper, 
Pulse and Videodex rating organi- 
zations will share the same plat- 
form during a panel discussion 
on TV research at the second Na- 
tional Television Conference here 
March 6-8. 

In addition, Melvin Belville, Na- 
tional Broadcasting Co. research 
director, Robert Salk of the Katz 
Agency, Chicago, and a spokesman 
for the American Research Bu- 
reau also will participate in the 
discussion on video research ob- 
jectives for 1950. 

Techniques for making television 
pay dividends will be discussed in 
a panel meeting March 7, with 
Holman Faust of Schwimmer & 
Scott, Chicago, as moderator. 

A. L. Johnson, advertising man- 
ager, International Shoe Co., St. 


Louis, and Budd Gore, advertising 
manager of Marshall Field & Co., 
Chicago, will discuss children’s 
shows. 

Other speakers will discuss suc- 
cessful use of service programs, 
network shows, spot announce- 
ments and participation programs. 


Test Reactions to TV Films 

Procter & Gamble Productions 
has retained Television Film Re- 
search Institute, Hollywood, to run 
a series of consumer reaction tests 
of motion pictures being produced 
in Hollywood by Bing Crosby En- 
terprises for use on P&G’s Fire- 
side Theater, telecast on NBC 
Tuesday nights. The objective is 
to study techniques currently be- 
ing used in producing television 
films. Consumer jury audiences 
will be people selected from vari- 
ous radio shows. 


Stellar Disc-Jocketts 

Bring Disc Jockies to TV 
Stellar Productions, Hollywood, 

has begun production of Disc-Jock- 


casting simultaneously with the 
playing of 78 rpm recordings. Disc- 
Jocketts are leased to individual 
stations at rates governed by rate 
cards of subscribing stations and 
the number of TV sets in the area. 

Films are retained by the station 
and can be used as often as desired 
at no extra cost, enabling the sta- 
tion to build a library in the same 
manner in which transcription li- 
braries are built. 


etts, 16mm films, about three min- 
utes in length, designed for tele- 


THE NEGRO 


MARKET IS 


TERRIFIC! 


million American Ne qpend 
i billion dollars a year! you have 
or any other 


food, drinks, go 
products to se this big buy 


public : Soon S the Negro rs 

—~ a+y ~ S45 Fifth aun nN v. can 
hd 

pa you ow we hey in ‘these 

ublications rea markets and 

Profits! Write us R 


We sow beve teak iled 
NOTE: Research Ge. of Amaia on aes 


een legroes from coast to coast. 
Kop 5 yh 


big market, call— 


The John E. Lutz Co., 435 N. Michigan Ave., 
Chicago 11, Superior 7-4680 


Six hundred and ninety-two thousand 
(39%) of Michigan’s 1,774,800* families, 


se 


RAMP w ee we: 


live and spend their money in the 
EIGHT BOOTH MICHIGAN NEWS- 
PAPER MARKETS! 


* Sales Management 1949 Survey of Buying Power 


Four out of SEVEN of Michigan’s high-volume markets are BOOTH MARKETS.* 


Of Michigan’s $8,772,105,000 EFFECTIVE BUYING INCOME,* an estimated 
THREE AND A HALF BILLION DOLLARS is spent in BOOTH MARKETS. 


The BOOTH MICHIGAN MARKET means big business to any advertiser. You 
can ship to it easily and sales-promote it with minimum cost. BOOTH DEALER 
MERCHANDISING SERVICE adds a valuable bonus to your investment. Total 
BOOTH NEWSPAPER circulation is 387,331. 


For further specific facts on how the EIGHT BOOTH NEWSPAPERS cover this 


A. H. Kuch, 110 E. 42nd Street, 
New York City 17, Murray Hill 6-7232 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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(Continued from Page 1) 
camera, facilities, rehearsal, make- 
up, costumes, settings, etc. But the 
networks have their problems, too; 
they must meet union regulations 
for the personnel involved in TV 
productions,” he said. 


s Mr. Goodson believes one solu- 
tion for the low-budget sponsor 
may be to make a telecast out of 
what is “essentially just a good 
radio show.” 

“This isn’t so tragic,” he added. 
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HE LETTER SHOP, Inc. 


TV Producers Recite 
Cost-Cutting Efforts 


431 8S. Dearborn St Chicago 5. illinois 


“If an advertiser has enough 
money, it’s better to give a show 
the full treatment, with movement 
and settings. But you can settle 
for the informality of real people 
in discussion, with the animation 
coming from their exchanges with 
one another.” 

Goodson feels the correlation be- 
tween large audiences and spiral- 
ing sales is yet to be proved. 
“Dancer-Fitzgerald-Sample, for 
example, has been tremendously 
successful at selling its clients 
products with daytime radio shows 
with a low cost per listener,” he 
said. “The big splashy nighttime 
broadcasts will give an advertiser 
prestige and glamor, but they don’t 
necessarily sell products.” 

The producer, who handles such 
shows as ABC’s “Stop the Music” 
(with Louis Cowan) and “Winner 


Take All” (CBS), suggests that ad- 
vertisers—particularly those with 
limited funds—enter TV with the 
idea of trying to build a good pro- 
gram to sell their products efiec- 
tively, rather than straining for a 
“glamor” show that will make the 
top ten. 


e Wilbur Stark, of Layton-Stark, 
characterized lack of time and 
space for rehearsal as a problem 
inherent in an expanding indus- 
try. 

“Transference thinking” was an- 
other stumbling block to which Mr, 
Stark called attention. “It’s a 
tough problem for entertainers to 
get used to playing to an audience 
of three people or so. If they’re 
from radio, they tend to overact. 
If from the movies, they’re not 
accustomed to learning lines and 
they make fluffs. If from the the- 
ater and vaudeville, they play to 
the 20th row,” he said. 

Commenting on the more or less 
general network policy of acquir- 
ing at least a part of the package 
rights to a show before giving it 
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This wealth of reading excites us to buy!” 
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For complete _in- 
formation about 
Home Owners’ Cata- 
logs see the Con- 
sumer Magazine 
Section of Standard 
Rate & Data Service 


By yon towering pyramids and Daniel Starch! Consumer 


sales literature in Home Owners’ Catalogs gets 
eager readership from home-planners—they are 
the buyers and specifiers of building materials, 
equipment, appliances and furnishings for cus- 
tom-built homes they will occupy themselves. 


Small wonder Daniel Starch and Staff found that 
a consumer folder or booklet in Home Owners’ 
Catalogs gets readership as high as 85%! 


And... after home-planners read, they act! Re- 
searcher Starch’s survey unearthed this eye- 
widening fact: Home Owners’ Catalogs is the 
greatest single factor of influence on buying de- 
cisions where homes are built to owners’ orders. 


Get your copy of Dr. Starch’s findings today! Dis- 
cover the treasure of profitable sales awaiting you 
in the rich Home Owners’ Catalogs market. Write 
to Dept. “R”. 


Home Cunes 


- CATALOGS | 


a sustaining run on the air, Mr. 
Stark said: 

“We are very happy to have the 
networks become a partner with 
us. They invest more than we do 
when they make their facilities 
available. After all, we want to 
sell our shows, and it’s hard to 
interest an advertiser in a show 
unless it’s on the air.” 


w “Convincing the technicians of 
the workability of some of our 
ideas takes a great deal of per- 
suasion,” Joan Sinclaire, produc- 
tion supervisor for “Leave It To 
The Girls,” said. This 30-minute 
program, originally a radio at- 
traction, is a Martha Roundtree- 
NBC production, sold cooperative- 
ly. 
“This applies to such a relative- 
ly simple, but we feel important, 
innovation as having the girls walk 
across the stage as an added touch 
of glamor in the opening of the 
show,” she continued. 

Principal complaint of Martin 
Stone, who produces “Howdy Doo- 
dy” (NBC) and “Author Meets 
the Critics” (ABC), is the half- 
serious one that, even with a rela- 
tively large staff, he must limit 
himself to a few shows. 

“A year ago we were handling 
four network sponsored shows,” he 
said. “And even with a staff of 
20 people, it was like trying to 
keep several balls bouncing at 
once.” 


a Mr. Stone also mentioned the 
scarcity of writers with the feel 
for TV, adding: “Writers from the 
films and the theater, who know 
how to put together a pictorial 
story, can’t turn out a show every 
week. Radio people, who don’t 
comprehend the problems of pro- 
duction, write for the spoken word 
and not for the camera.” 

Bernard Prockter, who handles 
“Big Story” (NBC) for AM and 
TV, believes a great deal of the 
“last minute hysteria” associated 
with the televising of some shows 
can be avoided by careful plan- 
ning in advance. 

For example, the scripts for the 
Pall Mall show, which reenacts the 
real-life stories of newspaper re- 
porters, are written through April. 
Film sequences—shot on location 
—also are prepared well in ad- 
vance. 

“There really aren’t any spe- 
cial problems connected with pro- 
ducing television shows,” he con- 
tinued. “Most of those generally 
mentioned are basics that were 
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solved years ago by stage, radio 
or screen. Producers who get into 
TV, without knowing the funda. 
mentals of any of the other enter. 
tainment media, may find things 
a bit confusing.” 


s Television refrains in another 
key—generally a minor one— 
emanate from some film produe. 
ers, who had hoped that their role 
in the new medium would be more 
than that of turning out animated 
sales messages. 

“Very few national advertisers 
have bought films made specifica]. 
ly for TV,” Ralph Cohn, manager 
of the TV department of Screen 
Gems (a subsidiary of Columbia 
Pictures), points out. 

“Most of the film shows which 
have been nationally sponsored 
were sold at a price that would 
hardly pay the cost of negatives, 
with the producers hoping to make 
a profit by reselling them later to 
local advertisers,” he continued. 


s Answering the criticism leveled 
at some film programs produced 
for TV, Mr. Cohn, who made the 
highly praised BVD jingle and the 
Hamilton Watch five-minute 
Christmas short, said: 

“Such movies were made either 
by people on the fringes in Holly- 
wood or competent people who had 
to skimp on expenditures. These 
programs were sold for approxi- 
mately $10,000 for a_ half-hour 
show. Even the lowest grade hour 
motion pictures made for theaters 
cost from $100,000 to $150,000.” 

A company must spend at least 
$25,000 to do a good job on a half- 
hour film drama for TV, he as- 
serted. 

In a recent speech, Mr. Cohn 
proposed a temporary solution to 
the independent TV film produc- 
er’s problem—a move which he 
feels will simultaneously alleviate 
the local station’s need for better 
fare to offer its sponsors. His so- 
lution: “prepaid sales.” 


a “Thirty years ago many pro- 
ducers of motion pictures, who 
had developed a reputation for 
reliability as well as quality, fi- 
nanced their pictures by selling 
them to exhibitors before the films 
were made, The producer made up 


a program of 12 or 14 pictures he. 


planned to make, then toured the 
country getting advances on the 
strength of his campaign book, 
When he had enough money to get 
started, he went to Hollywood and 
knocked the first of the pictures 


prove it! 


a. 


THE OLD ANALYST 


And it’s one of the most pros 
sections of the country ... 


Re 


Rockford Register-Republic 


SAYS... 


Yes sir, it’s a fact, Rockford has an 
ABC City Zone population of 


122,601 


The ABC Retail Area totals 


377,854 
rous 
sales figures 
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MERCHANDISER—A spring promotion for 


J. W. Landenberger & Co., Philadelphia 

hosiery maker, is this vanity case with matching coin purse, including four new 

Footlets styles. made of 15 denier nylon. The item will be sold at hosiery counters 
starting this month. 


out,” Cohn observed. 

“Eventually a far-sighted bank- 
er, ‘Doc’ Giannini, began lending 
money to the best of these pro- 
ducers, which gradually replaced 
the need for advances... Banks 
don’t work that way anymore. 

“Why isn’t it possible for a pro- 
ducer or distributor to get ad- 
vances from stations, advertising 
agencies or local advertisers so that 
he can start production? 

“Most television stations, owned 
as they are by newspapers, AM 
broadcasters, or motion picture ex- 
hibitors, can raise enough cash to 
help finance reliable producers. 
The producers then in turn can de- 
liver programs so that the stations 
can sell the very profitable local 
time to advertisers, in place of 
using it for dreary sustaining or 
penny-pinching live shows which 
now characterize much local pro- 
gramming,” he continued. 


a Mr. Cohn said he was thinking 
of independents when he advanced 
this proposal, rather than a com- 
pany like Screen Gems, whose 


long-time policy is a cautious one. 
Its production of commercials is 
its major activity, pending the lift- 
ing of the b&w freeze and the 
outcome of the color hearings. 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


The preponderance of network 
packages which make up the daily 
—sustaining and sponsored—fare 
is much greater in video than in 
radio, Practically all, if not all, 
the sustainers on CBS, DuMont 
and NBC carry network produc- 
tion credits. Sometimes they read 
“NBC in collaboration with” or 
“produced for CBS by”—an in- 
dication that the network has 
negotiated an understandable con- 
tract, providing that tne show, if 
sold, will appear on its, not some- 
body’s else, stations. 


a James Manilla, radio-TV direc- 
tor of Cunningham & Walsh, made 
an interesting comment on this 
situation. 

“Anyone with know-how can 
produce a radio show,” he said. 
“All you need is a program idea 
and a studio. But television is 
something else. You buy a package 
from an independent producer and 
then find a great many unex- 
pected things happen during pro- 
duction—‘acts of God’ as they say 
in the contract.” 

“The most practical, workable 
arrangement, for the present, at 
least, is to pay a flat fee for a 
network package that fits the cli- 
ent’s needs. This is the best as- 
surance an agency can have that 
it will get what the contract calls 
for,” Mr. Manilla said. 

Alfred J. Scalpone, director of 
radio-TV programs, McCann- 
Erickson, predicted the network’s 
dominant role in TV programming 
will continue “as long as networks 
recognize the problems of their 


clients and don’t try to make too 
much money out of their pack- 
ages.” 

“If the networks forget they 
are in the time business and try 
to make a killing on their pro- 
grams,” Mr. Scalpone believes the 
same thing will happen that hap- 
pened in radio—sponsors will be- 
gin to make greater use of other 
program sources. 


@ McCann-Erickson, like many 
agencies, has wherever possible 
signed TV properties that have al- 
ready proved themselves with suc- 
cessful on-the-air records. This is 
another factor weighing in favor of 
network packages. Examples of 
this type of buying by McCann- 
Erickson: “Studio One” (CBS) 
for Westinghouse; “Garroway at 
Large” (NBC) for Congoleum- 
Nairn, and “Roller Derby” (ABC) 
for Chesebrough Mfg. Co. The lat- 
ter is packaged for TV by Derby 
promoter Leo Seltzer and Music 
Corp. of America. 

Edmund Cashman, TV execu- 
tive of Kudner Agency, 


which | D 


both builds its own and buys non- 
agency packages, believes tele- 
vision will continue to offer ample 
programming opportunities for all 
—advertising agencies, networks, 
independent producers and talent 
agencies. 

While continuing to produce a 
great many of their own shows, 
even the big advertising agencies, 
Mr. Cashman feels, will buy out- 
side ones as well. “If an agency 
signs a network or independent 
producer’s show, it frees the agen- 
cy personnel of the detail work 
and enables it to concentrate on 
general supervision and the com- 
mercials.” 


More to Carry ‘Super Circus’ 

On March 12, Canada Dry Gin- 
ger Ale Inc. will add four West 
Coast stations to the list of eastern 
ABC-TV outlets now carrying its 
“Super Circus.” Added at that time 
will be KECA-TV, Los Angeles; 
KGO-TV, San Francisco; KFMB- 
TV, San Diego, and KING-TV, 
Seattle. J. M. Mathes Inc., New 
York, is the agency for Canada 
ry. 


61 


Two Name McLain-Dorville 


McLain-Dorville, Philadelphia, 
has been retained to handle the 
advertising of Diamond State 
Brewery Inc., Wilmington, Del., 
brewer of Stoeckle and Diamond 
State beer. The agency also has 
been appointed by Lee Products 
Inc., Philadelphia, manufacturer of 
Kleerize and Kleeroid cloths for 
cleaning and fog proofing eye glass- 
es and windshields. Newspapers 
and magazines will be used. 


PASTE PAPE 


UNION RUBBER & ASBESTOS Co. 
TRENTON, W. J. 


BEST-TEST MAKES PASTING A PLEASURE 


"AMAZING!" 


"Yes sir! | know you'll want to get your Copy of FACTS ABOUT 


CAPPER'S WEEKLY 


FAMILIES Right Away!" 


On the "must" reading list of dis- 


cerning Sales and Advertising execu- 


copy today . . . and see how the rich 
Midwest Farm and Rural Town market 
covered by Capper's Weekly offers 
you the opportunity for increased sales 
volume in 1950! 


tives, this helpful market data book is 
rating high. Better order your FREE 


Capper Publications, Inc. 


f 
912 KANSAS AVENUE 


TOPEKA , KANSAS 
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Most Ad Budgets 
Fundamentally 
Wrong: Pollard 


Tells ‘3 Successive 


Steps’ in Budgeting 
at Ohio Conference 


CoLumBus, O.—Of the four or 
five methods generally being used 
to determine advertising budgets, 
“most are fundamentally wrong 


: SIGNS UP IN A HURRY 
\ Sites Intelligently Selected. 
leases Secured — Monthly 


check, Mid-West States. One 
ASK or a Hundred. Write, wire 
us or phone Jack Baker, Green- 
ville 1238M. 


SIGN ERECTORS, Greenville, Michigan 


in their approach to the problem.” 

Braxton Pollard, Monsanto 
Chemical Co., told the two-day 
annual Advertising and Sales Pro- 
motion Conference sponsored by 
Ohio State University that the 
error was due to the use of a “false 
premise that sales produce adver- 
tismg—that advertising is the re- 
ward of sales.” 

“Appropriations are generally 
geared to the volume of sales 
rather than the explicit calcula- 
tions of what will produce greatest 
net return,” Mr. Pollard said. 

He said four methods are guess- 
work, past performance, the quota 
system and the objective plan. 


e “There is only one sound and 
sensible method to arrive at an 
advertising budget,” he said. “That 
method is to approach the problem 
on a basis of three successive sets 
of conclusions. Each requires study 
and thought. Taken together they 
take advertising budgets out of 
the realm of intangibles. 

“First, you decide where you 
want to go. Next, find out what 


lo bring televisions 9 A 
see ce OS yor: 


direct from NEN 


*South of St. Louis and Richmond, from 
the Atlantic to the Pacific. 


On March Ist, WMCT joins the Cable! 


This is big television news in the Memphis 
market area, and even greater significance 
to advertisers throughout the Nation. 


Already television set sales in Memphis and 
the Mid-South have reached 20,000, 
according to information received from 


distributors. 


With the coming of the Cable, there will 
come also, a tremendous new interest and a 
new and greater audience than ever before. 


For program and spot availabilities, we 
suggest you contact your nearest Branham 
office, now. 


reatt> 


Owned and operated by the Commercial Appeal 


CHANNEL 4 
AFFILIATED 


AFFILIATED ALSO WITH CBS 


National Representatives 


The Branham Company. 


* MEMPHIS 
WwiTH NBC 
DUMONT 


forces will be necessary to take 
you there. And lastly, determine 
how much these forces will cost,” 
Mr. Pollard said. 

The size of the advertising bud- 
get should be governed by the task 
the advertising is expected to per- 
form and should not be fitted to a 
predetermined appropriation, he 
added. 


ws E. L. Deckinger of the Biow Co., 
New York agency, reported at the 
conference on television viewing, 
saying that “in television homes 
in the, evening, it’s television 7% 
w 3,° 

“The public generally does not 
have a negative attitude toward 
television commercials,” he said. 
“More than that, there are so 
many case histories of successful 
advertising on television that we 
can conclude that regardless of its 
favorable or unfavorable attitude 
toward television advertising, the 
public buys as a result of it.” 

William D. Crelly, chairman of 
the National Industrial Adver- 
tisers Association’s committee for 
the study of industrial buying 
practices, reported that buying 
factors and purchasing practices 
of the $210 billion capital goods 
market follow an established pat- 
tern by size of plant, type of pur- 
chase and dollar value involved. 


s Howard P. Abrahams, National 
Retail Dry Goods Association, New 
York, said: 

“Total advertising expenditure 
[of retail stores] will hold close to 
last year’s alltime high. There are 
some stores which plan to exceed 
previous expenditures but, on the 
whole, you can expect a somewhat 
smaller dollar expenditure.” 

Donald Hobart, director of re- 
search, Curtis Publishing Co., Phil- 
adelphia, said, “All of our adver- 
tising and selling forces must be 
massed and committed to accom- 
plish the consumption necessary to 
sustain the mass production to 
which our dynamic economy is 
geared.” 


ms Methods of making the adver- 
tising dollar efficient, with em- 
phasis on media selection, were 
discussed by Harold H. Webber, 
vice-president in charge of media 
and research of Foote, Cone & 
Belding, Chicago. 

“The most likely place to culti- 
vate profits by efficient methods is 
the field of distribution,’ Mr. 
Webber said. 

Before choosing the medium, 
Mr. Webber urged business men to 
answer the following questions: 
How is my business growing?; 
how should it grow next year?; 
what is my share of the market?; 
is it increasing or decreasing?; who 
are customers and prospects?; 
where do they live?; why do (or 
don’t) people buy my type of 


-|product?; why do they buy my 


brand? 

After these questions are an- 
swered, Mr. Webber said, the busi- 
ness man must consider how he 
can reach the most prospects for 
the least money, and whether his 
sales story is a good one. 


Promotes Frontier Smoker 


Product Engineering Co., Port- 
land, Ore., is using half pages in 
February issues of Toys & Novel- 
ties and Playthings and three-color 
two-page inserts in March issues 
of both publications for its Fron- 
tier Smoker toy gun, which has 
a cartridge chamber holding a 
standard 50-cap roll and produces 
a puff of smoke after each shot. 
Advertising will be scheduled this 
spring in sporting goods and hard- 
ware publications. Searcy Adver- 
tising Agency, Portland, has the 
account. 


Promotes Curtis Meyer 


Curtis Meyer, assistant sales 
manager, has been appointed sales 
manager and a member of the 
board of directors of the Milwau- 


kee Electric Tool Corp. He also is 
export manager of the company. 


Advertising Age, March 6, 1959 


The Creative Ulans iw 


Arthur Godfrey is reputed to have attributed the secret of 
his persuasiveness over the air to the fact that he always 
talks to one person at the other end of the microphone. 

Whether or not Godfrey actually said this is unimportant. 
It is one of those wise, common-sense statements which, if 
they haven’t been made, ought to have been. 

The Corner wonders how these two advertisements might 
have been written if they had been addressed to one single 
housewife rather than the average copywriter’s and adver- 
tiser’s conception of “women in the mass.” The Corner sus- 
pects both of them might have started with a problem of skin 
care, been a little more believable in the statements made, 
and been noticeably devoid of such overworked advertising 


pare -~ = 
ed 


expressions as lovelier, better, amazing, sensational, secret 
ingredient and housework hands. 

With ali the research that advertisers and agencies have 
invested in, The Corner has always felt it most strange that 
little of this has been devoted to ways and means of making 
advertising more credible and convincing. In fact, The Corner 
is constantly astounded by the conversation of advertising 
men—which invariably is concerned with such broad, im- 
personal, purely statistical conceptions as “number of readers 
per dollar,” percentages of coverage and the like. It seldom 
takes into consideration the fact that advertisements are read 
by one person at a time—and influence, or fail to influence, 
one person at a time. 

Advertising men at the drop of a hat will tell you that 
markets are people. But when fhey get around to producing 
their advertising, they invariably address people as markets. 
You can see it in almost any magazine or newspaper you 
open, and hear it on almost any radio or TV show you tune in. 

Maybe advertising should be created by one person at a 
time, too—rather than by a corps of “experts.” 


Mogge-Privett Names Woolf 


Leckner Joins ‘Redbook’ 


Marshall H. Leckner, former 


Mogge-Privett Inc., Los Angeles, 


has retained James D. Woolf of| space salesman for This Week Mag- 
Santa Fe, N. M., as plans and copy| azine, has joined the advertising 
consultant. 


staff of Redbook, New York. 
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as Savior of 


(Continued from Page 1) 
ated and, above all, sustained. | 
“Scarcity is behind us, abund- 
ance lies ahead; it is up to mar- 
keting to dispose of these products 
efficiently, intelligently and at low 
cost to the consumer. It requires 
constant effort.” 


js Wroe Alderson, president of Al- 
derson & Sessions, Philadelphia, 
told the meeting that the business 
outlook is on the whole encourag- 
ing, although “we are only at the 
beginning df a period in which the 
application of science to produc- 
tion may be matched in the organ- 
ization of marketing processes.” 

Mr. Alderson said that distribu- 
tion costs have probably reached a 
point of stabilization, after climb- 
ing steadily since the beginning of 
industrialization in the United 
States. 

“One major and often critical 
component of distribution costs, 
namely advertising, has been de- 
dining in proportion to national 
income for about the same period,” 
he said. “Advertising serves in the 
same way as transportation to re- 
duce total costs by adding a small 
amount to distribution costs as 
the means for subtracting a larger 
amount from production costs. Ad- 
vertising costs may be large in 
terms of actual dollars, but insig- 
nificant in relation to mass econo- 
mies which it facilitates.” 


a R. S. Peare, vice-president of 
General Electric Co., declared that 
distribution has been a silent part- 
ner in the American enterprise 
system too long, and called on mar- 
keters to do a better public rela- 
tions job. 

“To be sure, product advertising, 
which is a just and vital part of 
distribution, has been vocal and 
persuasive enough,” he said, “but, 
to paraphrase the well-known 
words of Priscilla to John Alden, 
‘you have not spoken for yourself, 
John.’ 

“Advertising has carried the 
torch for products, but about 
the bringers of the product there 
has been a pretty deep silence. 
Industry, somewhat belatedly per- 
haps, has awakened to the 
realization that it is necessary 
to sell its philosophy as well as 
its product. But distribution, which 
has done a fairly good job of sell- 
ing and servicing industry’s pro- 
ducts, has done very little to sell 
itself.” 


# Calling the most important three 
feet of space in America today that 
between the salesclerk and the 
consumer, Charles G. Nichols, 
president, G. M. McKelvey Co., 
Youngstown, O., said that if Ameri- 
can labor is to enjoy the benefits 
of full employment, then Ameri- 
can consumers must continue to 
buy more and more goods, and 
American retailers must be in a 
position to promote and sell more 
and more goods. 

“The American worker must be 
made to realize that only through 
the sale of a maximum amount of 
consumers’ goods can he enjoy 
full employment,” he said, adding: 
“The retailers of America must 
accept the responsibility of creat- 
ing full employment by selling 
More goods in a potentially big 
consumers’ market. To accomplish 
this job retailers must increase 
their merchandising efficiency, 
have more attractive selling dis- 
plays, better designed stores and 
promotion tuned to the times.” 


® Charles G. Mortimer Jr., vice- 
president in charge of marketing 
of General Foods Corp., warned 
that the marketing people of 


America will determine whether 


Better Marketing Seen 


Economy 


it’s “full speed ahead for produc- 
tion, or slow death for the Ameri- 
can free choice system.” 

“We who are engaged in any 
phase of distribution, whether it 
be wholesaling, retailing, adver- 
tising, or any other type of selling, 
are faced with a challenge of gi- 
gantic proportions,” he asserted. 

This challenge becomes acutely 
sharp and clear when the dimen- 
sions of the constantly expanding 
national economy are considered, 
Mr. Mortimer said. 

“If we are to meet the goal of 
an expanding economy as outlined 
by President Truman, it can only 
be achieved—and achieve it we 
must—by the same combination of 
increased productivity and con- 
stantly improved methods of dis- 
tribution which have already given 
us the highest standard of living 
ever enjoyed by any people in all 
history,” he said. 


a “Yes,” Mr. Mortimer added, 
“there is a real challenge to all of 
us engaged in sales and advertising 
to distribute more and better goods 
and thus permit continued greater 
productivity, which is such a press- 
ing need in an ever-expanding 
economy. 

“And the advertising part of dis- 
tribution can play an important 
part in meeting this challenge by 
creating an ever-increasing desire 
for more and more things, and by 
thus increasing volume and reduc- 
ing unit costs.” 

C. C. Precure, of Britton, Okla., 
president of the National Associ- 
ation of Retail Grocers, told the 
conference that although some may 
be reluctant to admit it, the mar- 
ket is once again controlled by 
the consumer—and he said he 
welcomed it. 


a “Once more we are up to our 
necks in a buyer’s market,” G. C. 
Denebrink, vice-president in 
charge of sales, Bigelow-Sanford 
Carpet Co:, told the conference, 
and “if there is any remaining 
shortage, I am inclined to believe 
that it is a serious shortage of 
salesmanship itself.” 

This is not too surprising, he 
said, in view of the lack of prac- 
tice in selling which American 
salesmen have suffered from in re- 
cent years. 

Everett R. Smith, director of re- 
search, Macfadden Publications, 
and president of the American 
Marketing Association, told the 
conference that “yesterday’s road 
maps of distribution may today 
lead us far astray into dead-end 
valleys and deserts. 


a “To check the road maps of 
distribution and set up new ones; 
to be sure of a sound course in 
every step from the mine to the 
farm to the ultimate user, there 
must be employed all of the facili- 
ties of modern marketing re- 
search.” 

Marketing research must be 
used not only to learn of the 
physical facts of the economy, but 
of the sociological impact of the 
changes which are occurring, Mr. 
Smith said. “Business must learn 
from marketing research not only 
what are the problems and oppor- 
tunities of distribution, but how to 
reach into the minds and hearts of 
people so that the physical and me- 
chanical operations may meet with 
success,” he added. 


‘Restaurant Management’ 
Jan. Ad Figures Incorrect 
Figures in the Industrial Mar- 
keting tabulation for January (AA, 
Feb. 13) showed incorrect figures 
for Restaurant Management. The 
correct figures for this publication 
are 55 pages for January, 1950, and 
64 pages for January, 1949. 


Today's Weather Forecast 


> 


Perfect weather for en- 
joying a SOUTHERN 
COMFORT LIQUEUR, 
the tastiest you've ever 
had. 

Serve in liqueur gloss after 
dinner at room temperature, 
or pour a jigger of Southern 
Comfort into a Frappe giass 
filled with finely cr ice. 
Serve with short straws. 


100 Proof Liqueur Perfect 
Sten ae | OY woether 


100 Preef Liqvew: SOUTHERN COMPORT CORP. St. Louls. Me. 


FORECAST—Southern Comfort Corp., St. Louis, is running the 20-line weather forecast 


ad (left) as a test on a five-a-week 


hedul, 


in selected city newspapers. At right 


is a 28-line ad that is appearing three times a week in nearly 50 major market 
newspapers. A monthly ad in Life will continue for the rest of the year through Gard- 


ner Advertising 


Co., St. Louis. 


Market-by-Market 
Test Opened for 
Canned Pepsi-Cola 


New YorK— Pepsi-Cola Co.’s 
entry into the canned beverage 
market with a test in Westchester 
County a few days ago prompted 
marketing circles to recall an 
earlier experiment by Clicquot 
Club Co. 

Clicquot Club introduced ginger 
ale in cans on a test basis in the 
East in the mid-1930s, but soon 
dropped the idea when a fatal 
weakness became apparent: The 
cans leaked. 

Pepsi-Cola, which did a great 
deal of pre-testing on its cans be- 
fore they were offered to the 
public, will extend the test area 
for Pepsi in cans to four or five 
other markets within 30 days or so. 

Pepsi-Cola in cans is packaged 
in cartons of three 12-ounce cans. 
The carton contains the same 
amount of Pepsi-Cola as a six- 
bottle carton of six-ounce bottles 
and sells for the same retail price, 
25¢. And, of course, no deposit is 
required. 


s Advertising, which is being 
worked out to fit the individual 
market areas with newspapers as a 
mainstay, follows the usual Pepsi 
line, while emphasizing, “At last, 
no deposit, no returns.” Biow Co. 
is the agency. 

Walter S. Mack Jr., who last 
week advanced from president to 
chairman of the board of the soft 
drink company, said it is too soon 
to comment on consumer reaction 
to his latest Pepsi-Cola innovation. 

He indicated that the company 
will move out gradually with the 
cartons of Pepsi-Cola in cans, with 
national expansion hinging on 
buyer acceptance in the individual 
market areas. 

Named last week to move up to 
the presidency was Alfred Steele, 
formerly 1st vice-president in 
charge of sales and operations. 


Joins TV-Programs 

Clay Yurdin, former WPIX di- 
rector, has been added to the 
technical staff of TV-Programs, 
New York, independent package 
producer. 


|482 Grant Stores 
Hold ‘Plastic Fair’ 


New York—During the week 
between March 1 and 8, W. T. 
Grant Co. is featuring “four miles” 
of displays of plastic products in 
a “plastics fair” being held in the 
company’s 482 stores throughout 
the country. Inauguration of the 
“fair” was marked by a luncheon 
here last week at which the com- 
pany was honored by the Society 
of the Plastics Industry. 

William T. Cruse, executive vice- 
president of the society, presented 
a plaque to Raymond H. Fogler, 
president of Grant, to commem- 
orate “what is believed to be the 
first time that a nationwide, one- 
store promotion of one industry 
has been undertaken in the retail 
field.” 


s Dr. Paul H. Nystrom, president 
of the Limited Price Variety Stores 
Association, who presided at the 
luncheon at the Roosevelt Hotel, 
termed the sales drive “a historic 
development for plastics.” 

Mr. Fogler credited J. Luther 
Knies, director of merchandising 
of the Grant organization, with 
the inspiration for the promotion, 
and added that the offers of co- 
operation received from the plas- 
tics industry “were beyond any- 
thing we have ever experienced.” 

Retail sales of plastic products 
this year will be well over $1 bil- 
lion, Mr. Cruse predicted. He said 
that the industry is continuing to 
make large investments in plants 
and production. Production last 
year, he said, was 1,500,000,000 Ibs., 
compared with 213,000,000 lbs. in 
1939. 


Carrier Increases Ad Plans 


Carrier Corp., Syracuse, N. Y., 
manufacturer of air conditioning 
and refrigeration equipment, has 
announced that it will provide its 
distributors and dealers with 70% 
more advertising and sales promo- 
tion support in 1950 than in 1949. 
More than 350 ads will appear in 
41 publications in 1950. In local 
markets a series of one-minute 
television spots will be used, sup- 
ported by newspaper advertising. 
Booklets, catalogs and direct mail 
pieces also will be used in local 
markets. 


Network Program Hooperatings* 
Feb. 28, 1950 


C. E. Hooper Inc. 

tJack Benny (Lucky Strike, CBS) ........ 25.9| Mr. Chameleon (Bayer, CBS) ............. 16.5 
Bi. WOON GED cccccccccoccee cesses 24.5| Fat Man (Norwich Pharmacal, ABC) ...... 16.4 
Godfrey’s Talent Scouts (Lipton, CBS) ....21.6| Mystery Theater (Sterling Drug, CBS) ....16.4 
My Friend Irma (Pepsodent, CBS) ........ 21.0 | Big Town (Lifebuoy, NBC) .............. 16.0 
Groucho Marx (DeSoto-Plymouth, CBS) ....19.9| Mr. Keen (Whitehall Pharmacal, CBS) ....16. 

Fibber & Molly (Johnson’s wax, NBC) ....19.8| *This is the final Network Program Hooperating 
+Walter Winchell (Richard Hudnut, ABC) . .19.6| list to be released by C. E. Hooper Inc. a 

+Charlie McCarthy (Coca-Cola, CBS) ...... 17.4| tSecond broadcast on same day in some cities 
Bing Crosby (Chesterfield. CBS) .......... 17. | Provides more than one opportunity to hear pro- 
Bob Hope (Lever Bros., NBC) ............ 17.0 | gram. 

New York TV Ratings 


4 Weeks Ending Feb. 11 
Copyright A. C. Nielsen Co. 


% 
Texaco Star Theater (NBC)...... 74.0 703 
Toast of the Town (CBS, Lincoln- 


SED: |. cn ctapeedenee cece s 556 
Godfrey's Talent Scouts (CBS. 

BED: - anche cdeneeeseeees 57.4 546 
Philco TV Playhouse (NBC) ...... 40.1 381 
Lights Out (NBC, Admiral) ..... 39.8 378 


"oe (000) 

The Goldbergs (CBS, Sanka) .... 39.3 373 

Studio One (CBS, Auto-Lite) .... 385 366 
Godfrey and His Friends (CBS, 

a | ener 38.4 364 


Lone Ranger (ABC, General Mills). 36.4 346 
Fireside Theater (NBC, Procter 
i ener 36.1 343 
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CU Sues Doeskin 
For ‘Inaccurate’ 
Use of Report 


New YorK—Consumers Union 
of the U. S. has instituted legal 
action against Doeskin Products 
Inc. and its agency, Harry B. 
Cohen Advertising Co., in a civil 
suit filed in New York’s southern 
district court March 1. 

The action, based upon a full- 
page ad which appeared for Sana- 
pak sanitary napkins in the 
Chicago Tribune Feb. 7 and Doe- 
skin’s use of CU’s name in pack- 
aging Sanapak, specifically charges 
that Doeskin has used false, fraud- 
ulent and misleading statements 
based on a rating by CU of Sana- 
pak napkins. 

The complaint cites violation of 
copyright in the reproduction of 
material published by CU, and 
charges Doeskin used the rating of 
a previous product to promote sales 
of a different and inferior product 
under the same brand name. 


a In the complaint, CU asks the 
federal court for an injunction 
barring further reference to CU 
tests in Sanapak advertising and 
on the container of the product, 
and calls for damages of $100,000. 

Consumers Union first took ac- 
tion against Doeskin early last 
month by filing a complaint with 
the Federal Trade Commission. 

Consumers Union gave details 
of its case against Doeskin products 
with an article in its report for 
March, titled “False: Misleading: 
Unauthorized.” 

The ad from the Chicago Tribune 
promoting Sanapak was repro- 
duced to illustrate the article. It 
was headlined in bold type, 
“Amazing results of independent, 
impartial, unsolicited research: 
Consumers Union tests report San- 
apak safest sanitary napkin.” 

Shown in the ad was a new pack- 
age for Sanapak with CU’s name 
used in connection with tests re- 
porting Sanapak safest. 

The report on sanitary napkins, 
according to the article, disclosed 
“nothing amazing or startling 
about Sanapak” and pointed out 
that CU did not use the word 
“safest” in its report. 


Power Cuts Hit 
AM, FM. TV Stations 


Cuicaco—Some radio stations 
here are using diesel engines part 
of the time in order to effect the 
25% power cut ordered by the IIli- 
nois Commerce Commission to 
conserve coal supplies. Other sta- 
tions, not employing auxiliary 
power, have been forced to reduce 
wattage by approximately 25% to 
comply with the order. 

As yet, most AM stations have 
not had to shorten hours, but some 
FM stations have cut broadcast 
time, and at least one (WBBM- 
FM) has gone off the air com- 
pletely for the duration of the 
emergency. At least two other FM 
stations want to stop operations 
also, but claim they are prohibited 
from doing so by an FCC regula- 
tion which requires that an FM 
station must operate at least six 
hours daily or have its license re- 
voked. 

TV stations have solved the 
power problem by eliminating test 
patterns for part of the day—a 
move that has made television in- 
stallers unhappy, since the test 
pattern is needed for proper ad- 
justment during installation. 


Shaw-Schump Agency Moves 

Shaw-Schump Advertising 
Agency, Denver, has moved from 
the Railway Exchange Bldg. to 
409 Colorado Bldg. 
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Atomic Energy Toy 
Readied by Gilbert 


New YorK—A science kit that 
will allow children to play with 
atomic energy at home has been 
developed, and is being shown here 
by the A. C, Gilbert Co., New 
Haven, Conn., manufacturer of tool 


chests, erector sets, chemical sets 
and American Flyer trains. The 
new atomic toy is expected to be 
ready for retail sale in the fall. 
The company, in introducing the 
toy, said it was “complete with 
Geiger counter and other profes- 
sional-type gadgets guaranteed to 
appeal to youngsters from 9 to 90.” 
According to present plans, the 


e Like these national advertising 
leaders, you too can insure the suc- 
cess of your program by having Bur- 


goyne pretest it. 


e Pick two, three, four Burgoyne 
test cities. Have us speed to you the 
monthly-audit-reports of actual over- 
the-counter sales of your merchan- 
dise and that of your competition. 


e On the basis of facts, get your pro- 
gram approved for regional or na- white. 
tional use. Get more out of your sales 
dollar with Burgoyne research- 


insurance. 


advantage. 


Burgoyne Grocery 


DIXIE TERMINAL - 


it'll pay you 
to pretest... too 


e Write today for our new 
brochure showing how 
Burgoyne operates... how 
you can use Burgoyne to 


Phone MAin 0305 + 


GRAND RAPIDS 


@ For testing your products 
packaging or advertising, this 
Burgoyne test city has what it 
takes. 


@ Steady Employment — Long 
rated the most stable city in U.S. 


189,000 people . . . 54,180 indus- 
trial wage owners . . . over 300 
diversified plants . . . annual pur- 


chases $250,000,000. 


@ Home Ownership — 0%... 
ranks third in U.S. . . . 88.3% 


@ Outlets Grocery: five whole- 
sale; 400 retail doing $63 million. 
Drug: two wholesale; 120 retail 
with $11 million sales. Wholesale 
and chain headquarters of west- 
ern Michigan. 


@ THE GRAND RAPIDS 
PRESS blankets the city with 
99% coverage . . . offers effective 
merchandising service to advertis- 
ing schedules. 


& Doug Incr 


CINCINNATI 2 


207 N. MICHIGAN AVE., CHICAGO 1 


i 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


bollins 
| Miller and 
| Matehings 


INCORPORATED 


* FRANKLIN 2-5854 


new toy will be on the market in 
time for Christmas buying, and 
will sell for $42.50 complete, in- 
cluding the Geiger counter. Radio- 
active samples are furnished. 

Beanning Repplier, sales promo- 
tion manager, said that the set “is 
completely safe and harmless and 
contains precise scientific instru- 
ments which perform the same 
feats as professional equipment.” 

Advertising plans will be ready 
by June or July. A. C. Gilbert Co., 
it was pointed out at the company’s 
agency, Charles W. Hoyt Co., has 
supported its products with ad- 
vertising since 1911. Last year it 
used color ads in national maga- 
zines; Sunday comic sections, 
science books and railroad maga- 
zines, as well as newspaper space 
and television time. 


WILLIAM N. HARDY 


HARRISBURG, Pa.—William N. 
Hardy, 60, general manager of the 
Pennsylvania Newspaper Publish- 
ers’ Association, died here Mon- 
day (Feb. 27). 

The originator of National News- 
paper Week, Mr. Hardy was 
stricken by a heart attack last De- 
cember after making a speech in 
Syracuse, N. Y. He never fully 
recovered. 

Since Mr. Hardy took over man- 
agement of the association 21 years 
ago, he built the group of publishers 
from 100 members to more than 
300—the largest organization of 
dailies in the country with some 
120 daily papers enrolled. 

A New Englander, Hardy came 
to Pennsylvania from the New 
York Herald Tribune, where he had 
been make-up editor. Earlier, he 
worked on a number of newspapers 
in Boston and elsewhere in the 
New England states. 


TWYMAN L. LACKEY 

Cuicaco—Twyman L. Lackey, 
68, who had been associated with 
his brother, J. H. Lackey, repre- 
sentative for Mid-Continent Jew- 
eler, Pacific Factory and Southern 
Lumberman, died here Feb. 24 
at the Illinois Athletic Club, where 
he resided. 


MARY J. LINTOTT 

New YorkK—Mary Jane Lintott, 
for nearly 20 years a member of 
the advertising staff of Women’s 
Wear Daily, a Fairchild publica- 
tion, died Feb. 26 at Roosevelt Hos- 
pital here after an illness of sev- 
eral months. 


DAVID H. AHREND 

New YorkK—David H. Ahrend, 
77, former president of the D. H. 
Ahrend Co., direct mail advertis- 
ing, died Feb. 25 at Asheville, 
N. C. He was one of the founders 
of the Advertising Club of New 
York. 


WILLIAM COPP 


TorRONTO—William Copp, 86, re- 
tired president of the Copp, Clark 
Publishing Co., died Feb. 25 at his 
home here. He was regarded as the 
dean of Canadian book publishers. 
For 57 years he had been a member 
of the publishing company founded 
by his father 110 years ago. 


ARTHUR J. PHILLIPS 

PHILADELPHIA—Arthur J. Phil- 
lips, 72, former advertising man- 
ager of the Hajoka Corp., died at 
his home here Feb. 24. 


JAMES A. NASSAU 

PHILADELPHIA—James A. Nassau, 
50, pioneer radio man here, died at 
his home in nearby Glenside Feb. 
23. Mr. Nassau was a former co- 
owner of Station WIBG and more 
recently was program director of 
WAEB, Allentown, Pa. 


JOHN P. MARTIN 


New YorKkK—John P. Martin, 47, 
partner in Bogner & Martin, pub- 


lishers’ representative, died Feb. 
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“New! Exciting! Amazingly different! © 


from Parkay Margarine package 


Never hetore an offer inke chin! “Gabdy's 
Blade 1s 4 remarkable dodlle-cdged 
tices and spavala all in omet bt was 
— chet-styled by The Greet Gadertoeve 
for he own kitchen and is noe yer 
svelablyy 
approved by leading home econe- 
ousts. A wondertul git or bridge 
pring, Grier several 
—— Patkay makes cus otter to insoduce 
even chore farmilies co the margarine 
chat cones s@ good because u's shears 
treah' Every pound of Parkay is flavor. 
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PARKAY PREMIUM—Kraft Foods Co., Chicago, is running this special premium pro- 

motion for Parkay margarine this month with four-color ads in national magazines 

and insertions in Sunday newspapers in Louisville, Columbus and Toledo, O., and 

Kansas City, Mo. The ad, with a bread sale tie-in, gets radio support on “The Great 
Gildersleeve’ program on NBC Wednesday evenings. 


he was national advertising man- 
ager of the Hudson Dispatch, Union 
City, N. J. 


25 in Holy Name Hospital, Tea- 
neck, N. J., following an operation. 
Before joining Bogner & Martin, 


PACKER READERS ARE BUYERS 
AND THEIR VOLUME IS 


$ SIX BILLION YEARLY! 


. ——————— ie 
= THE PACKER 


Sod 
THE PACKER & Os 
weekly newspaper of es 


yp N¥ 
the giant Fresh Fruit a @ 
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and Vegetable Industry 

since 1893 v 
In the produce business, the 
Owners do the actual buying. And they buy plenty—harvest- 
ing and packing equipment, containers, packaging supplies, 
transportation, rapid communication, cars, trucks ... Do they know 
about your products? You can tell your story to the entire industry 
through Tue Packer. These Owners—commercial growers, shippers, 
brokers, receivers—read Tue Packer, have read it an average of 16 
years. That is because THe Packer maintains a 57 man reporting staff 
in 47 produce centers to give them the vital market news they need 
to operate in this fast moving business. This thorough 
readership can be turned into more sales for you. 


Get all the facts. Your PACKER Media File will be 
sent on request. ? 
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pro their local dealers or not at all,| Guest, secretary and treasurer, has 
ines The Denver district committee is| P&€? elected president of the agen- 
and ithe only one to take the action so 
reat lar and it may only be temporary, 
wy Ford executives in Detroit. 
on ee @e 
nial On the night of Feb. 5, a burg- 
© far broke into the Electro-Matic 
—Ingraving Co. plant in Chicago. 
——— He cracked open the office safe 
ind found some petty cash. He 
arched some more and, wander- 
ng into a small room, found what E. Morr 
te figured he was looking for— a yeas ass “i ‘ cay 
lrger safe with its official looking | °Y. Mr. Guest joined M&F in 1940. 
| lial. He went to work on it with| , ©. Theodore Morris, vice-presi- 
dent in charge of operations, and 
Raymond G. Simmons, vice-pres- 
ident and general manager, have 
@ ' D ) L é Cc '@) “ been named executive vice-presi- . 
dents. t t 
Advertising l pays 0 use 
an Bloomington, III. Adds Krakauer Piano Co. 
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Products of 22 clients, ranging 
fom clam soup to after-dinner 
pints, were served at a recent 
taff meeting of Pacific National 
Advertising Agency, bringing to- 
ether key persons of the Seattle, 
Portland and Spokane offices at 
seattle headquarters. The lunch- 
son was prepared in the agency’s 
iffiliate, Pacific Kitchen, by Emma 
States and Bettie Wingrove, staff 
me economists. The only com- 
plaints after the show was over: 
"Too much to eat to be able to 
rk. ” 


The copyrighted technical bul- 
of the American Institute of 
undering, dated Feb. 24, blasts 
way in four printed pages, com- 
ete with graphs, on the no-rinse 
e of Lever Brothers’ Surf. 
e general theme, not too gently 
reported, is that we tried it and 
it ain’t so. Rinsing, with Surf or 
my other detergent, is necessary 
for cleansing and removal of bac- 
feria and contamination, the com- 
mercial laundry owners say. 


ee ee 
The Ford dealers’ group in the 
ver district recently dropped 
ekly newspapers from their 
hedule in favor of dailies, radio, 
ie trailers and other media. It 
means a loss of from $500 to $1,000 
mually to the weeklies, which 
must get Ford advertising from 


ing to new quarters at 814 North 
in St., same city, between April 15 
May 1. 


‘his trusted safe-cracking tools. 


At least.that’s the way Donald 
T. Sutte of Electro-Matic recon- 
structed what happened when he 
got back to the plant the next 
morning to find the safe rifled and 
a big Consolidated color camera 
smashed. 

eee 

Life insurance advertising this 
year will total $20,000,000, up $2,- 
000,000 from the insurance compa- 
nies’ 1949 expenditures, according 
to David F. Barnes, director of ex- 
tension and development, Institute 
of Life Insurance. 


Meldrum & Fewsmith 

Promotes Four Executives 
Meldrum & Fewsmith, Cleve- 

land and Detroit agency, has an- 

nounced the promotion of four top 

executives. Joseph Fewsmith, one 


J. Fewsmith 


of the company’s founders, has 
been promoted from president to 
chairman of the board. Harry 


Harry Guest 


Krakauer Piano Co., New York, 
has appointed Deutsch & Shea as 
its agency. J. G. Proctor Co. for- 


merly had the account. 
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House Vote Shows 
Support for Bill 
on Delivered Prices 


WasHINGTON—Foes of legislation 
“clarifying” the legality of de- 
livered prices were snowed under 
in the House Tuesday when mem- 
bers voted 240 to 144 for a con- 
ference to iron out differences 
which have made the bill unac- 
ceptable to the Senate. 

Rep. Wright Patman (D., Tex.) 
led a group of “anti-monopolists” 
who contend that the legislation 
legalizing freight absorption would 
restore the basing point price sys- 
tem, outlawed in a Supreme Court 
decision two years ago. 

Within 24 hours after the House 
agreed to a further conference on 
the delivered price bill, Sen. Her- 
bert O’Connor (D., Md.) announced 
that an agreement had been 
reached. He indicated that the bill 
would return to the Senate for a 
showdown vote in about two weeks. 

In advocating adoption of the 


legislation, Rep. Harry Davenport 
(D., Pa.) warned “we will not 

stand idly by while the steel plants 

of Pittsburgh are denuded by false 

theories on how prices are arrived 
at. ” 

Another supporter of the bill, 
Rep. Francis Walter (D., Pa.), 
claimed it contains language which 
would legalize a lower court de- 
cision limiting the amount a price 
may be cut “to meet competition.” 

“If this decision, involving 
Standard Oil of Indiana, is re- 
versed in the Supreme Court, as 
I believe it will be,” Rep. Walter 
said, “we will undoubtedly wit- 
ness an odd spectacle. Those who 
oppose this bill today and want 
it killed will be most vociferous 
in demand for its passage.” 


NBC-TV Names Three 


National Broadcasting Co., New 
York, has completed three more 
assignments in its newly formed 
TV sales planning and research de- 
partment. Lance Ballou Jr., for- 
merly in the advertising depart- 
ment, has been named to supervise 


the sales planring division. Dr. 
Thomas E. Coffin, previously of 
Hofstra College, heads the pro- 
gram research division and Rich- 
ard S. Paige, of the Schwerin Re- 
search Corp., the ratings division. 


Hirshon Adds Ovington 


Ray Ovington, formerly radio- 
TV director of Bermingham, 
Castleman & Pierce, has taken a 
similar position with Hirshon-Gar- 
field, New York. 
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In rich St. Louis. 
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More than 180,000 responsive 


Star-Times reader families 


Give you the essential 
LOW COST PULLING POWER! 
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THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
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Samples and Quotations On Request 
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FCC about Ready 


to Let Public 


Choose TV Color 


(Continued from Page 1) 
ups came when Dr. Engstrom re- 
ported that the response of the 
people of Washington to RCA color 
pictures picked up on b&w home 
sets “has been excellent.” 

The CBS counsel was on his 
feet demanding details. “Who 
were the viewers?” he asked. “How 
many?” 


ws The CBS challenges were gen- 
erally sustained by FCC Chairman 
Wayne Coy, who called for more 
information, and commented, “The 
statements will stand for what they 
are worth.” 

Later, Adrian Murphy, CBS 
vice-president, told the commission 
RCA has constantly delayed pro- 
ceedings. Calling for immediate ac- 
tion on color, he said, “This is cost- 
ing us a lot of money.” 

Dr. Engstrom outlined important 
progress which RCA has made to- 
ward perfecting its system: 

1. He said RCA has succeeded 
in stabilizing its color picture and 
simplifying its sets. He estimated 
that its color sets will eventually 
have “but 10 to 15 tubes more 
than comparable b&w receivers.” 

2. He promised demonstrations 
within a few weeks of two types 
of single tri-color direct-view 
tubes. These show “attractive pic- 
tures and good resolution and col- 
or,” he said, “but other tubes are 
being developed.” 

3. He said RCA color has no 
programming limitations and pro- 
duces primaries which are “su- 
perior to most commercial color 


reproduction processes.” 


es Under questioning, Mr. Murphy 
complained that RCA is constantly 
promising something new in the 
future. He said it was impossible 
to know when they would be ready 
to set standards. 

The plan to put all systems on 
the air, mentioned repeatedly in 
the three-day hearing, would be 
based on the production of sets 
with an “automatic switch” de- 
veloped by FCC engineers, Chair- 
man Coy indicated. 

With the “automatic switch” 
installed in new sets, TV buyers 
would be in a position to receive 
standard b&w or CBS color. 

Sponsors of the general standard 
plan believe it would give CBS a 
chance to show color to the public 
on its merit, but leave the way 
open for RCA to capture the mar- 
ket if it can speed up its develop- 
mental work, and produce equal 
or superior color at comparable 
prices. 


we If the general standard were 
adopted, it would be broad enough 
to cover the color system devel- 
oped by Color Television Inc. They 
feel that the general standard has 
several appeals. It enables FCC 
to get out from under the color 
problem, and to leave the decision 
with the buying public. Moreover, 
it permits the FCC to confine it- 
self to frequency allocations and to 
move ahead rapidly toward lifting 
the TV construction freeze. 

In a statement to the commis- 
sion Wednesday, Dr. Peter Gold- 
mark, inventor of CBS color, said 
he “sincerely hopes RCA has in- 
deed perfected a practical, econom- 
ical, direct-view tube and that 
these tubes will rapidly become 
available in quantity.” 

He said CBS had done explora- 
tory work in this field as early as 


1940-41. He claimed that its field 


DAVENPORT! 


dollars of the amount. 


too, can be confident in 
the market — and the 
Davenport News- 


papers. 


An ALL-TIME record for FHA in Iowa was set 
last month — heading, of course, directly into 


Three major housing projects with an estimated 
$2,250,000.00 cost have been pegged for DAVEN- 
PORT. FHA will underwrite over one million 


Builders and investors again 
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fidence in Davenport. You, 
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sequential system “is the only sys- 
tem flexible enough to permit the 
use of a color disc or an all-elec- 
tronic multiple or single tube ar- 
rangement,” 


a Dr. Goldmark revealed that CBS 
has an all-electronic projection 
set which it is ready to demon- 
strate, but he added he is not very 
hopeful of the commercial possi- 
bilities of such a receiver. 

Turning to RCA’s single color 
tube, he predicted it could be used 
in the CBS system “at much lower 
cost and with probably no more 
extra tubes than in our present 
color receivers.” 

Dr. Goldmark said all-electronic 
direct-view tubes will be needed 
for pictures of 16” or more, but he 
insisted: “We feel that disc type 
receivers will always assure the 
most accurate color rendition, and 
for small sets represent the 
cheaper solution.” 

CBS reported that tests in New 
York, Philadelphia and Washing- 
ton during the past six weeks de- 
monstrated the reliability of disc 
type receivers, and acceptability 
to the public. 

CBS pointed out that it has re- 
ceived word of hundreds of color 
converters built by individuals. Dr. 
Goldmark said color sets installed 
in Washington homes for the six- 
week tests required only six ser- 
vice calls. : 

CBS estimated that more than 

18,000 persons had attended 64 
public broadcasts in Washington’s 
Walker Bldg. and that another 
5,000 have witnessed broadcasts 
in New York, Philadelphia and 
elsewhere. 
Mr. Murphy said the tests 
showed that CBS color has no 
“fundamental deficiency” and that 
the time has come for prompt 
adoption of color. He said CBS has 
found no evidence that color pro- 
gramming and production are more 
costly than b&w. 


Dillon of ‘Rural 


New Yorker’ Dies 


New YorkK—John J. Dillon, 93, 
editor and publisher of the Rural 
New Yorker for the past 58 years, 
died March 1 of pneumonia at his 
home here. 

Born on his father’s farm in the 
Mongaup Valley of New York, he 
attended Albany College and later 
taught school. From 1884 to 1890 
he was an associate editor of the 
Orange County Farmer at Port 
Jervis, N. Y. 

In 1890, he became advertising 
manager of the Rural New Yorker 
and two years later became editor 
and publisher. He ran the maga- 
zine, which was founded in 1850 
(AA, Dec. 5, ’49), as a business 
bureau for farmers, and rejected 
advertising which he felt failed 
to “give the farmer 100 cents’ 
worth for his dollar.” 

“Mr. Dillon waged a hard-hitting 
campaign for truth in advertising,” 
AA reported on the eve of the 
farm magazine’s centennial, “and 
undoubtedly his [Dillon’s] efforts 
have improved publishing ethics 
generally, both in advertising and 
editorial procedure.” 

Besides closing his pages to un- 
scrupulous advertisers, he ran 
blunt and vigorous exposes of 
frauds against farmers, and cas- 
tigated middle-men who did not 
give farmers a fair share of profits. 
He was the author of several 
books on various phases of farm- 
ing and was active in agricultural 
associations and the New York 
State Grange. 


LEONARD WELLING 


New YorkK—Leonard Welling, 59, 
since 1941 national sales manager 
of the Electromatic Mfg. Co., maker 
of radio and television sets, died 
Feb. 28. In 1914 he became sales 
manager of the Peerless Light Co. 
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| Aeor/No Matter What Soap or’ No-2insi 
Suds Youve Been Using - Get 


3: AY BETTER WASHES 


JUST CHANGE FROM INCORRECT WASHING METHODS TO THE AMERICAN FAMILY war! 
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NO NO-RINSE—American Family soap, Procter & Gamble product that has long led 

in the Chicago market, is running page ads like this in its area, via H. W. Kastor 

& Sons Advertising Co., to stress that “‘no-rinse’ suds don’t do the job American . 

Family does when used as directed. Leading “no-rinse’’ suds in the U.S. is Tide, 
another P&G product. 


1932 he became one of the principal 
owners of Sonora Radio in Paris. 


HOMER McKEE 
CuicaGo—Homer McKee, one of 
the deans of Chicago advertising 
and famed copywriter, died Tues- 
day in Evanston Hospital. He was 
69, and a vice-president of Roche, 
Williams & Cleary. 
Mr. McKee headed his own 
agency from 1919 to 1938, and in 
the depth of the depression turned 
out an ad, “Nothing Can Hold 
Back the Dawn,” for the Chicago 
Daily News, which was widely re- 
printed and commented upon. 
He joined Blackett-Sample- 
Hummert in 1938, remaining there 
until 1942, when he became vice- 


Cleary. He is survived by his 
mother, his widow, a daughter, 
and two sons—Robert, with Co- 
lumbia Broadcasting System in 
Chicago, and Rudyard, with Mc- 
Cann-Erickson in New York. 


JULIAN R. NORRIS 

CLEVELAND—Julian R. Norris, 52, 
Cleveland manager of American 
Home, and formerly advertising 
manager of American Magazine, 
New York, died Feb. 27 of a heart 
attack at his home here. 

Widely known in the magazine 
field as “Rube” Norris, he came 
here in 1947 to take charge of the 
local office of American Home. 
He had served as western manager 
of American Magazine, in Chicago, 


president of Roche, Williams & jfor 20 years. 
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‘Business Week’ 
Not Ready to Limit 
Its Volume of Ads 


New YorkK—Paul Montgomery, 
publisher of Business Week, denied 
, report last week that the man- 
yement of the magazine intends 
fo limit the number of advertising 
pages in its weekly issues. He told 
AA, however, that the matter has 
been under consideration, but that 
nothing is likely to be done about 


it soon. 

It has been necessary, Mr. Mont- 
gomery said, to ask some adver- 
tisers in February and March issues 
to shift from one issue to another 
in several instances, to prevent 
rtain issues from being over- 
ize in advertising volume. 

A 14.2% increase in weekly cir- 
ation and in advertising rates 
ill be made by Business Week 
ective April 1 (AA, Aug. 1, ’49). 
me, but not all, of the maga- 
ine’s increased advertising volume 
of the past two or three months 
may be attributed to this, Mr. 
Montgomery believes. 


s On the matter of limiting the 
[emaber of advertising pages to be 
published each week, Mr. Mont- 
gomery said that no paper shortage 
or mechanical production problems 
are involved. The management of 
the paper has under consideration 
the advisability of establishing 
such a policy for the benefit of 
advertisers and readers, if inves- 
tigation proves such a policy would 
be beneficial for all concerned. 
Nothing hasty will be done, he 
emphasized. The question is still 
only in the exploratory stage. 
Beginning in April, Business 
Week will step up its guaranteed 
circulation from 175,000 to 200,000 
copies weekly, and will increase its 
base advertising rate from $1,575 
for a one-time b&w page to $1,800. 
Other rates will be adjusted pro- 
portionately. 


ew Orleans Gets 
lenty of Comics 
‘Sunday Item’ 


New Or.Leans—The New Or- 
leans Item conducted a survey of 
aders here between last Novem- 
r and January to find out what 
ey most want to read. This was 
in preparation for its new Sunday 
ition. 

Yesterday the first Sunday edi- 
ion of the 73-year-old newspaper 
e off the presses. What the 
survey showed, in part, is indicated 
y the fact that three of the Item’s 
ten sections were entirely comics 
—32 pages in full color—believed 
here to be the largest comics offer- 
ing by a U. S. newspaper. 

The edition also carried The 
American Weekly, first time the 
publication has ever appeared here. 


s The 164-page Sunday news- 
paper, which had a press run of 
160,000 copies, was noteworthy, 
also, according to David Stern, 
publisher, in that “our staff strove 
to reduce [congratulatory mess- 
ages] to a minimum. 

“We feel that our first Sunday 
Item is thus a true reflection not 
only of the schedules which local 
and general advertisers will use 
in the months and years ahead, 
but also that the advertising of 
specific merchandise and services 
is the only practical way for ad- 
Vertisers to determine that the 
Sunday Item is an effective mer- 
thandising force. . .” 


Stege Joins Stevens Candy 


George R. Stege Jr., formerly 
director of sales for Pepsodent 
Division of Lever Brothers Co., 
has been named general manager 
of Mrs. Stevens Candy Shops, 
Chicago. ; 


Last Minute News Flashes 


M&M Joins as Sponsor of ‘Super Circus’ 

Newakk, N. J.—M&M Ltd., candy manufacturer, has selected William 
Esty Co. to handle its portion of the American Broadcasting Co.’s “Su- 
per Circus” television show. Beamed for a full hour Sundays, from 5 to 
6 p.m., EST, “Super Circus” is sponsored by Canada Dry Ginger Ale 
for the first half-hour. M&M and International Shoe Co., St. Louis, will 
split the second half-hour by sponsorship of the program on alternate 
weeks. Lynn Baker Inc. handles M&M’s print schedule. 


Clothing Workers to Air ‘Town Meeting’ in N. Y. 


New YorK—Amalgamated Clothing Workers of America, through 
Ben Sackheim Inc., will sponsor “Town Meeting of the Air” over 
WJZ, New York, starting tomorrow (March 7). The union, which will 
use the commercials on the program as a part of its union label pro- 
motion campaign (AA, Feb. 20), may extend its sponsorship to other 
markets later. The program is sold cooperatively over ABC. 


GE Starts Live ‘Salesman’ Show on Tour 

Bripcerort, Conn.—General Electric Co.’s appliance and merchan- 
dise department will launch a live talent show, titled “The Birth of 
a Salesman,” March 10 in Cedar Rapids, Ia., Cleveland, and Greens- 
boro, N. C., to spread its merchandising story to dealers and distribu- 
tors. The show will be given in 46 cities over a five-week period. 
Young & Rubicam is handling the production. The department will 
start GE fans promotion in the April 15 issue of The Saturday Evening 
Post. On the third day of the first protracted heat wave, GE will start 
using 226 newspapers and spots on 88 radio stations, all through Y&R. 


John Mulligan Shifts to ‘Candy Industry’ 


New York—John B. Mulligan, for the past 14 years vice-president 
and business manager of the International Confectioner, until his re- 
cent resignation, will become vice-president and advertising manager 
on March 20 of Candy Industry, published bi-weekly by Gussow Pub- 
lications. Tom Sullivan Jr. will succeed Mr. Mulligan on the Con- 
fectioner, published monthly by the Sullivan Business Publications. 


Arnold Bakers to Add Six More TV Stations 


New YorK—Arnold Bakers, impressed with the sales response of 
the Faye Emerson show, now aired Monday at 11 p.m. on WCBS-TV, 
New York, soon will expand the 15-minute program’s coverage to an 
eastern network of six stations. Benton & Bowles is the agency. 


Graustein Rejoins Lever: Other Late News 


Archibald R. R. Graustein Jr., formerly director of market research 
of Thomas J. Lipton Inc., has rejoined Lever Bros. Co. in a similar ca- 
pacity. Mr. Graustein first joined Lever in 1937 as a member of its 
market research department. 


e@ Bob Hope, who has been disagreeing with Lever for some time, re- 
portedly will end his run for that sponsor in June. CBS, meanwhile, 
is attempting to lure him away from NBC. 


e Allen B. DuMont Laboratories today (March 6) will demonstrate 
a “high-color, high-resolution, wide-band color television system de- 
signed for non-broadcast closed-circuit industrial applications.” Du- 
Mont, which is showing the color TV before the Institute of Radio 
Engineers in New York, devised the system for industrial use only, 
thus avoiding the “problems of narrow-band width and compatibility.” 
This system, like that of CBS, is a mechanical one. 


@ Quick will run its first ads in the April 3 issue, rather than March 6 
as originally planned. The change was explained by Quick’s decision 
to offer b&w and two-color ads in addition to the 13-time minimum 
four-color contracts first announced. Quick now offers a closing date 
of two wees before on-sale date, because of expanded print facilities. 
Quick now takes seven-time contracts of any type, with a seven-time 
b&w page priced at $1,830. 


e Jewel Tea Co., Chicago area food chain which has featured “Betty 
the Bride” institutional-type copy in its weekly full-page ads in the 
Chicago Tribune, has signed another year’s contract with the paper and 
shifts this week to a “Betty in Wonderland” theme. Ads will contain no 
price copy and cover only “romance of food” topics. 


e Pau! P. Busse, catalog copy chief of Sears, Roebuck & Co., has re- 
signed and will soon open Chicago offices as an advertising and mer- 
chandising consultant. Succeeding him at Sears is Eroll W. Wilks, as- 
sistant copy chief since 1947. 


e John H. North, with Aubrey, Moore & Wallace for 25 years, has been 
elected vice-president of the Chicago agency. 


e The Indianapolis News and Star has eliminated the 2% cash dis- 
count, effective April, because of “increased publishing costs.” 


e Elgin American division of Illinois Watch Case Co. will enter the 
watch making field, providing President A. B. Gellman can make the 
necessary arrangements for importing Swiss movements. He leaves 
for Switzerland next month. 


e Frigidaire Division, General Motors Corp., has decided on NBC-TV 
as the network for its special 90-minute Easter Day show, which will 
star Bob Hope. Time (4:30 to 6 p.m., CST) has been cleared through 
Foote, Cone & Belding on 45 stations, 18 of which will be serviced by 
kinescope. 


e John E. Pearson Co., New York, has been appointed national repre- 
sentative for WOV, New York foreign-language independent station. 


e@ Donald F. Carpenter, former chairman of the National Munitions 
Board, has been appointed general manager of E. I. du Pont de Ne- 
mours & Co.’s new film department at Wilmington, Del., effective 
April 1. The department will be responsible for research, production 
and sales for all products currently handled by the cellophane division 
of the company’s rayon department. 


e@ General Cigar Co. has launched a coast-to-coast newspaper cam- 
paign promoting its White Owls. J. Walter Thompson Co. is the agency. 


e Sawdon Advertising Co., New York, today (March 6) changes its 
name to Frank B. Sawdon Inc. Mr. Sawdon remains as president and 
treasurer of the agency, which handles the Robert Hall Clothes ac- 


count, using 162 radio stations in more than 60 markets. 
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NEW LOTION—Twenty magazines will 

carry this ad on Joh & Joh 's 

new baby lotion next month. Young & 
Rubicam is the agency. 


Plenty of Room for 
TV Among Media, 
Grabhorn Advises 


Cuicaco—Television may give 
a boost to other media and in any 
case should not do damage to radio, 
magazines or newspapers, Murray 
Grabhorn, American Broadcasting 
Co. vice-president, believes. 

Speaking before the Chicago Ra- 
dio Management Club Wednesday, 
Mr. Grabhorn, who has charge 
of ABC owned-and-operated sta- 
tions, observed that fears expressed 
years ago about the harmful effect 
radio would have on newspapers 
have not been fulfilled. Radio now 
takes a much larger share of ad- 
vertising funds, he said, and the 
newspapers’ share is lower, but 
newspapers in the _ intervening 
years have seen their dollar vol- 
ume increase greatly. 

Mr. Grabhorn also pointed out 
that people are getting more and 
more leisure time and will have 
more of it to devote to each me- 
dium; that the various media have 
learned they can not only live 
peaceably with each other but can 
actually advertise in each other 
profitably (ABC will spend $500,- 
000 in magazines and newspapers 
this year); and a large share of 
TV sponsors will be new adver- 
tisers. 


a The ABC executive also pointed 
out that American business can 
profitably spend more money for 
advertising than it has been 
spending in the various media in 
recent years. 

In the late ’30s, he observed, 
2.8% to 3% of national income 
went for advertising. This dropped 
to 1.5% in 1944 and had come up 
only to 2.1% in 1948. If 2.8% of 
national income had been spent in 
advertising last year, he estimated, 
it would have meant an additional 
$1.2 billion for all media. 

Mr. Grabhorn suggested that, be- 
cause of its unusual nature, sales 
departments of manufacturing 
companies may come to share 
much of the cost of TV shows with 
advertising departments. In some 
fields, especially in non-durables, 
he said, it is even possible that 
sales departments should control 
expenditures for TV, because video 
shows are so comparable to actual 
sales demonstrations. 


Peter Paul Names Maxon 


Peter Paul Inc., candy manu- 
facturer, has appointed Maxon Inc., 
New York, to handle advertising 
and promotion of its entire line, 
effective April 1. An increased ad- 
vertising budget for all media 
necessitated consolidation of the 
account, which was formerly split 
between Platt-Forbes and Bri- 
sacher, Wheeler & Staff. 


Gruber to Cecil & Presbrey . 


Cecil & Presbrey, New York, has 
added Herbert Gruber, formerly 
a time buyer with Biow Co., to 
its media department in a similar 


capacity. 
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Some Details Told 
on Magazines’ Test 
of Crew Deliveries 


PHILADELPHIA—First reports of 
an experimental magazine sales- 
delivery arrangement, to replace 
mail deliveries in case postal rates 
are raised, were made here last 
week. 

The experimenting, done by 
Curtis Circulation Co. for about 
two years, has been carried on 
with cooperation of 11 magazines 
in three medium-size cities. In the 
tests, sales crews headed by a 
superintendent not only deliver 
subscription copies but also sell 
the magazines. 

The tests are being conducted in 
Columbus, O., Reading, Pa., and 
South Bend, Ind. Participating 
magazines are Better Homes & 
Gardens, Coronet, Cosmopolitan, 
Esquire, Good Housekeeping, 
Holiday, Ladies’ Home Journal, 
McCall’s, Redbook, The Saturday 
Evening Post and Sports Afield. 

The Reading test has been most 
successful, it is said. Costs have 
been higher, however, than by 
regular mailing and selling meth- 
ods elsewhere. 

The plan was explained to the 
National Association of Magazine 
Publishers in New York last week, 
and additional publishers are 
known to be interested in joining 
the experiment. 


‘Seventeen’ Loses 
Several Who Move 
to S&S‘s ‘Charm’ 


New YorkK—Recent develop- 
ments in the Triangle Publica- 
tion to Street & Smith switch have 
Cepi Pinellas, formerly art direc- 
tor of Triangle’s Seventeen, taking 
the same post with S&S’s Charm, 
while Estelle Ellis, former pub- 
licity head for Seventeen, is the 
new publicity chief at Charm. 

Last week Helen Valentine, for- 


mer editor-in-chief of Seventeen, - 


was named editor-in-chief of 
Charm, while Andree Vilas, man- 
aging editor of Seventeen, went to 
the same post at Charm, Mrs. Val- 
entine was formerly promotion 
director of S&S’s Mademoiselle; 
Miss Vilas, with Seventeen less 
than a year, was a former Charm 
executive. Mrs. Alice Thompson, 
publisher of Seventeen, now also 
becomes editor of Seventeen. 

No other appointments have been 
made, though Tess Williams, of 
Seventeen, will temporarily func- 
tion as managing editor in Miss 
Vilas’ place. 

Frances Harrington, who was 
succeeded as Charm editor by Mrs. 
Valentine, has not announced fu- 
ture plans. Several other Charm 
staff members have been let go, 
in preparation for what is expected 
to be a major change in Charm’s 
editorial program. 


General Foods Gives Seeds 
for Post's Bran Premium 


General Foods Corp. is offering 
a $1.80 retail value of 1950 Burpee 
flower seeds for 15¢ and the box 
top from any package of Post’s 
40% Bran Flakes to stimulate 
sales of the Post cereal. 

An insert packed with the flower 
seed premium offers the Modern 
Family garden book for 50¢ and 
a box top as a dealer aid to repeat 
sales. Consumer promotion will in- 
clude the daytime serial “Portia 
Faces Life” over a National 
Broadcasting Co. hookup, and local 
newspaper space. 


Trane Sales Up; Income Down 


Trane Co., LaCrosse, Wis., man- 
ufacturer of air conditioning, heat- 
ing and ventilating equipment, re- 
ports that its consolidated net sales 
totaled $24,222,876 in 1949, as com- 
pared to $22,613,734 in 1948. Con- 
solidated net income for 1949 was 
$1,707,231 and for 1948 was $1,- 


832,328. 
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Liebmann Breweries Shifts 
Liebmanns to New Posts 


Last week Liebmann Breweries, 
New York, realigned its executive 
staff. Philip Liebmann, formerly 
vice-president and treasurer and 
for many years advertising direc- 
tor, became president. He succeeds 
his father, Alfred Liebmann, who 
becomes chairman of the executive 
committee, a new post. Hermann 


Schuelein, managing director and! 


general manager, became chair- 
man of the board, succeeding Jul- 
ius Liebmann, retiring after 64 
years with the company. 

Other officers elected were 
Thomas Liebmann, vice-president; 
George O. Niddrie, vice-president 
and manager of bottling opera- 
tions; John E. Finneran, vice-pres- 
ident in charge of sales; and M. 
R. Weiss, formerly comptroller, 
who was elected treasurer. 
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IcH 4 BILLION DOLLAR 
DAKOTA MARKET: 


Consider the cost and the size of a sales 


force necessary to effectively call on 7 out of 10 Dakota 
farm homes... the expense would be staggering. However, 


THE DAKOTA FARMER 


does the same job TWICE A 


MONTH at the lowest possible cost. 
In all Dakota today, there is one PREFERRED farmers’ 


periodical that reaches 70% 


of all Dakota farm families— 


over 100,000 of them—this is THE DAKOTA FARMER! 
To thoroughly cover this rich 4 billion dollar market, 
alert advertisers use THE DAKOTA FARMER, the most 


effective advertising and 
DAKOTAS TODAY! 


(Write for your FREE copy of Upper Midwest 
Food Sales Survey. Breakdowns of markets and 
nesota) 


sales of the Dakotas and Min 


merchandising medium in 
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It's Official: 
Nielsen Absorbs 
Hooperatings 


(Continued from Page 1) 
ent at least. 

“The results of the Hooper-Niel- 
sen discussions of the past three 
months will be welcomed by the 
broadcasting industry, which will 
benefit by (1) elimination of un- 
necessary duplication of service; 
(2) elimination of costly duplica- 
tion in research expense; and (3) 
elimination of confusion resulting 


-|from use of two different yard- 


sticks,” a statement signed by A. 
C. Nielsen said. 


a “For the two research organi- 
zations,” the statement continued, 
“the development holds promise of 
elimination or earlier reduction of 
losses being experienced by both in 
producing the involved services 
required by the broadcasting in- 
dustry, and the opportunity for 
continued progress in the rapidly 
expanding field of broadcast meas- 


‘| urement.” 


No details of the purchase agree- 
ment were mentioned in the for- 
mal press release, but ADVERTISING 
AGE learned that in surrendering 
his national services to Nielsen, 
Mr. Hooper received $75,000 in 
cash, an equivalent amount in 
Nielsen stock, and a ten-year con- 
sulting contract at $39,000 per year. 

Purchase of the national Hooper 
broadcasting services ends one of 
the most bitter research fights in 
the history of advertising. Hooper, 
on the ground first, built up enor- 
mous prestige with “Hooperatings,” 
to the point where a number of 
program stars, including Eddie 
Cantor, have worked under con- 
tracts in which their Hooper- 
atings were an important factor in 
their compensation. 


ws The service, based on coinci- 
dental telephone calls in 36 cities, 
won a major victory over the first 
“national” attempt to develop 
program popularity figures—the 


., | so-called Crossley ratings—which 
» | were secured by making telephone 


calls and asking set owners to 
recall the programs they had lis- 
tened to at previous times. This 
service, set up jointly by the 
National Association of Broadcast- 
ers, the American Association of 
Advertising Agencies and the As- 
sociation of National Advertisers, 
eventually bowed to the obviously 
more scientific method represented 
by the Hooper coincidental call, 
which asked listeners to tell the 
program they were listening to at 
the moment of the call, rather than 
asking them to recall what they 
had listened to at some previous 
time. 

Then along came the Audimeter, 
a mechanical device attached to 
radio sets which records listening 
or non-listening minute by minute. 
It was introduced by Nielsen, who 
had previously operated principally 
in the food and drug field with store 
audits (still the major part of the 
Nielsen business). It again rep- 
resented a major improvement in 
technique, because it was possible 
to measure non-telephone and sub- 
urban and rural homes as well as 
telephone, urban homes. 


a The Nielsen service ultimately 
carved a considerable niche for it- 
self in the radio measurement 
field, but its relatively high cost 
and relative slowness prevented it 
from securing the major portion 
of the business. As a result, it has 
been common knowledge that both 
Nielsen and Hooper services in this 
area were having financial diffi- 
culties, since neither could secure 
a large enough volume to make 
operations profitable. 

Delivery in quantity of the 


A. C. Nielsen 


C. E. Hooper 


newer mail-in Audimeter, by 
means of which the housewife can 
remove completed tapes from the 
machine and mail them to Niel- 
sen for processing, will speed up 
the Nielsen service considerably, 
the company asserts, and thus re- 
duce the time lag between issuance 
of reports and the actual recording 
of listening data in Audimeter 
homes. 


a Through the installation of the 
new type of Audimeters now being 
delivered, the Nielsen. company 
expects to cut the current five- 
week delivery of ratings reports to 
approximately four weeks for the 
March data, and approximately 
three weeks for the April reports. 
Further modest reductions in time 
of delivery will probably be made 
for several months thereafter. 

There are now 1,500 Audimeter 
homes used as the basis of the 
national sample, with additional 
instruments used for television 
recording in New York. 

The National Hooperatings on 
television, to be continued by Niel- 
sen through the coincidental tele- 
phone call technique for the pres- 
ent, will be furnished about Sep- 
tember on the basis of Audimeter 
records, as the new instruments, 
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which measure both radio ang 
television use, will be in full dig. 
tribution by that time. 


s Any notion that measuremey 
of radio listening is not expensiy, 
ought to be quickly dispelled by 
unofficial estimates showing that 
both Hooper and Nielsen nationa) 
radio services have been losj 
money at a gallop, with Nielsen 
reported to have invested more 
than $7,000,000 in the Audimeter 
service. 

Splitting the potential business 
between the two services has made 
it impossible for either to operate 
profitably, it is said, and the sity. 
ation was reportedly so serious 
that both might have had to aban. 
don the field if the sale had no 
been engineered. 

Even the huge Nielsen organiza. 
tion, employing some 2,000 people 
in the world’s largest commercial 
marketing research organization, 
found the radio service too big 
a drain on its resources to carry 
on indefinitely. Now Nielsen be. 
lieves that with a single service, 
confusion will be eliminated and 
income increased through the addi- 
tion of former Hooper clients to 
the point where a profitable opera- 
tion may eventuate. 
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Nielsen and Hooper | How Nielsen and Hooper Ratings Compare 
} Ratings Show Many For Mid-January Network Shows 
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showing whether Mr. Nielsen or “Big 7 ” - 4) llth on Hooper—Bob H (16.8 1 “ le Are F , 
aun, —L4th— 6)_- 
Mr. Hooper measures the house. 15th—vand "Great Gildersleeve™ (16.6) —16th ry Moover’s pa Mg list did rf A ‘ar. 


Frequently, however, there are| “itlsen’s Top Twenty. 


marked divergences in the posi- 
tions obtained by many shows on|the two-day Exhibit and Fourth 


top reports. Hoo d Nie]-| Annual Symposium of the insti- 
Ee ee ee eee an ie iie |tute, to be held at the Waldorf- 
sen rating periods do not coincide, : - 
, - Astoria Hotel, April 11-12. 
and, of course, their measuring and ; - ‘ 
. , A Serving on Mr. Cox’s committee 
sampling techniques are different.| .,¢: Emil Martocci, Industrial 
The accompanying table shows|Lithographing Co.; John White, 
how Mr. Nielsen rated the top|Gardner Displays; Edward Baker, 
evening network broadcasts (week| Palmer Associates; Olaf Tackle, 
of Jan. 15-2J, 1950), compared with | Stanley Wessel & Co.; Roy Dent, 
how Mr. Hooper rated them (week 


of Jan. 17-23, 1950). The programs ette, Niagara Lithographing Co.; 


are listed in the order of their rank-|@"4 Gerald Greenebaum, Consol- B 


ing on the Nielsen Top Twenty. |idated Lithographing Co. 


Cox to Head Committee gg: are ‘ nce 
ynnes ssociates, cago, 
lor Two-Day Exhibit We has been named Chicago represen- 
Point of Purchase Advertising|tative of Coin Machine Review, 
Institute, New York, has named|[os Angeles. Lynnes succeeds the 
Howard Cox, president of Acme/|ate C. J. Anderson, who served 
Window Display Service, as chair-|the publication for 15 years. 
man of the exhibit committee of Lynnes & Associates, New York, 
has taken over the New York rep- 


resentation from Ralph P. Mulli- 
gan. 


Robert Fenton Joins S&S 

. , Robert L. Fenton, formerly with 
McGraw-Hill Publishing Co., has 

$$ RUBBER CEME Bm aem | been named general subscription 


i ee ieeaes | manager of Street & Smith Pub- 
COMPLETE LINE OF ARTISTS AIATE RIALS lications 


Yes, in 1949, The Tribune 
maintained its wide margin of 
leadership over all other North- 
ern California newspapers in 
total advertising lineage. 


1st—Oakland Tribune .. . 23,451,598 lines 
2nd—S. F. Examiner ....20,802,946 lines 
3rd—S. F. Chronicle ....16,369,663 lines 
4th—S. F. News ........ 9,347,251 lines 
5th—S. F. Call-Bulletin .. 9,068,726 lines 
6th—Oak. Post-Enquirer .. 8,776,560 lines 


Source: Media Records 
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CRESMER & WOODWARD, INC. 


Top Flight Tape Co.; Charles Aud-| @ 


Manchee Becomes 
BBDO Exec V. P. 


New YorK—A new executive 
vice-president and two additional 
vice-presidents have been elected 
by the board “of 
directors of Bat- 
ten, Barton, Dur- 
stine & Osborn. 

Fred B. Man- 
chee becomes ex- 
ecutive vice-pres- 
ident in charge 
of marketing 
and merchandis- 
ing. Research and 
media groups also 

Fred Manchee will be under his 

supervision. A 
member of the board of directors 
and of the agency’s plan board, he 
has been with the company for 
more than 20 years. 

Jack Denove, account executive 
for Lucky Strike cigarets, has been 


Chet Oehler Jack Denove 


named a vice-president of BBDO. 
A former New York newspaper 
man, he has been with the agency 
for 10 years. 

Chet Oehler, research director 
of the agency’s Chicago office, also 
becomes a vice-president. He has 
been with BBDO 12 years. 


RCA Reports Income Gain; 
NBC Hits $72,866,510 


Net earnings of Radio Corp. of 
America, New York, in 1949 were 
$25,144,279, compared with $24,- 
022,047 the preceding year. Total 
income last year amounted to 
$397,259,020, against $357,617,231 
in 1948. RCA indicated that Na- 
tional Broadcasting Co. grossed 
$72,866,510 in 1949, 2% over the 
1948 figure of $70,949,218. 

Reporting on TV, RCA said its 
service company now comprises 
4,300 employes, 90 service shops 
and 2,500 vehicles. The RCA Vic- 
tor division in 1949 “placed more 
than 180,000 purchase orders total- 
ing over $125,000,000 with its ap- 
proximately 4,000 independent 
suppliers in 41 states,” it was 
stated. 


Telechron Names Greenwood 


Walter F. Greenwood has been 
appointed manager of industrial 
sales by Telechron Inc., Ashland, 
Mass. He was formerly works 
manager of the Los Angeles and 
San Francisco branch plants of 
the Trumbull Electric Mfg. Co., 
another General Electric affiliate. 
Before that he was sales manager 
of the dynamometer division of 
the Clayton Mfg. Co. of California. 


Fleer Backs ‘Cisco Kid’ 

Frank H. Fleer Corp., Philadel- 
phia, is sponsoring the Frederic 
Ziv transcribed show, “Cisco Kid,” 
in three markets. Lewis & Gilman 


is the agency. 
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E PUT IT UP TO 
THE MEN WHO 


that Kaufmats* will repro- 


We SAY duce as well or better than 


electros or plastic plates 


the men who know— 
AMERICA’S NEWSPAPER 


r ASKED stereotypers — from Tampa 

W to Tuskogee, from Arkansas 
to Vermont — AND HERE'S 
WHAT THEY SAID: 


QUESTION,No. 1 


“After examination of the d ‘Hot 
Molded or Baked Mat’ what is your pion?" 
96.15% said: "A Pert ory ery 


som mat.” 


“QUESTION No. a 


"Can you say that you wilkget good Fepro- 
duction in your news ae va @ mat of 
this svality>" 


96.15% said: ver 
QUESTION ' No. 3 


"Will your Reproduction frompthis mat be just 
as good oF an irom electrotypers 
or plastic plates? ae 

96.15% saldt “Just as Good. " (8— 
“Better than @let » 20— "Better 
than plastic plates. 


QUEST 0. 4 


"What is your opinion of Rational advertisers 
furnishing mats for their mewspaper cam- 
paigns in comparison 6 pies? Can they 
expect good reproduction?” 

98.7% said: "Yes." 


ADVERTISING PRODUCTION COSTS ARE 
CUTTING INTO ADVERTISING BUDGETS... 
yet YOU CAN SAVE MONEY ON PLATES... 
ON SHIPPING CHARGES ... YES, UP TO 
80%! ... AND STILL KEEP REPRODUCTION 
QUALITY AT TOPMOST LEVELS! 


That's why we make this proposition: USE 
KAUFMATS* IN YOUR NEXT NEWSPAPER 
SCHEDULE —in 1 or 100 NEWSPAPERS. IF 
THE REPRODUCTION QUALITY IS NOT AS 
GOOD OR BETTER THAN THE RESULTS 
YOU'RE GETTING WITH ELECTROS OR 
PLASTIC PLATES, THE KAUFMATS DON'T 
COST YOU A PENNY! 


*K A 
Drop us a line today mat ine the ba 
for samples and tear- leg 1 ttt Uhlaus ¢. ned 
sheets. Or better still, own tttopmenp emule 
send us your plate on n ician nT of 
this AS-GOOD-AS- S€arCh of ng, 1 MEF & re. 
OR-NO-PAY basis and Century, — ® quarte, 
tell us how many mats @nd ex. lusiy Pecia| Pape, n 


you need. We warm co on ' 
you—WE'RE BETTING M Are tition of nemical 
ON A SURE THING! is 


The K 


HOME OFFICE: 1441 FREEMAN AVENUE, CINCINNATI. OHIO 
IN NEW YORK: 11 W. 42nd ST.; PHONE LONGACRE 3-3076 
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...and they really see, 
read and remember advertising 
in The Chicago SUN-TIMES! 


HERE’S PROOF: A new Continuing Study of Newspaper Reading survey 
of The Chicago SUN-TIMES shows readership of national advertising in 
The SUN-TIMES 50% higher for men and 33% higher for women than 
the median figure for 133 newspapers studied over the past ten years. 

The success of your advertising depends on good reader-attention. 
Make sure you get it. Advertise in The Chicago SUN-TIMES! 


TOTAL CIRCULATION : * bog 
Average Net Paid Daily 62 91 19 Chicago’s 2nd Largest Newspaper Moves the Goods! 


(ABC Publisher's Statement 9/30/49) 


| cA GO 


aa 
SUN ‘TIMES 


THE PICTURE NEWSPAPER 


211 WEST WACKER DRIVE, CHICAGO 6, ILLINOIS ° 250 PARK AVENUE, NEW YORK 17, NEW YORK 
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